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Attached  is  a  copy  of  CIO  Web  Business. 
The  articles  take  a  cross-functional  look 
at  leveraging  the  Web  to  add  enterprise 
value.  Thought  you  might  be  interested... 


Jeanie  Jermyn 

Kansas  City  Power  & 


trie  lanenpian 
Duffey  Communications 
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More  clients  —  including  462  of  the  Fortune  500  —  trust  CA  security  soft¬ 
ware  than  all  the  partial,  proprietary  solutions  offered  by  IBM/Tivoli,  Platinum 
and  Boole  &  Babbage. 

GA  Security  Software  Is  #1. 

CA  holds  more  security  “firsts”  than  any  other  vendor.  CA  was  the  first  to 
secure  IBM’s  DB2  platform  (two  years  before  IBM).  CA  was  the  first  to  identify 
and  address  all  the  security  risks  of  UNIX  and  NT.  And  with  the  introduction  of 
ICE  (Internet  Commerce  Enabled™),  CA  is  the  first  to  make  it  safe  to  do  busi¬ 
ness  on  the  Internet. 


Unicenter  TNG  Is  The  Industry  Standard 
For  Network  And  Systems  Management. 


Single  Sign-On  lets  users  use  one  password  and 
sign  on  once  for  every  platform. 


Unicenter®  TNG™  offers  the  only 
integrated  solution  for  true  end- 
to-end  enterprise  management. 
With  support  for  every  major 
hardware  platform  and  operat¬ 
ing  system,  Unicenter  TNG  is 
open,  scalable,  extensible  and 
100%  vendor-neutral.  In  addi¬ 
tion,  Unicenter  TNG  offers  all 
kinds  of  powerful  and  exciting 
new  features  like  a  reai-world, 
3-D  interface  with  virtual  reality, 
Business  Process  Views™  and 
advanced  agent  technology. 

No  other  management 
software  offers  anything  like  it. 


a  Consistent  Look/Feel  Across  Platforms 
a  Central  &  Localized  Security  Controls 
a  Full  Audit  &  Control  of  OS  Supervisor  Functions 
a  Complete  Access  Controls 
a  Policy-Based  Access  Controls 
a  Multi -Platform  Single  Sign-On 
a  Enterprise-Wide  Security  Event  Monitoring 
a  2D,  3D  &  Web  User  Interface 
a  NT  Workstation  for  Legacy  Security  Controls 
a  Secure  and  Manage  Every  IT  Security 
Resource 

a  Focal-Point  Security  Administration 


a  Integrated  Functions  Built  on  Common  Objects 
&  Services 

a  Open  Connectivity  to  Existing  Systems  and 
Applications 

a  Centrally  View  Any  Security  Event  That  Occurs 
Anywhere  in  the  Enterprise 
a  Propagate  Security  Events  from  the  C/S  and 
Mainframe  or  Midrange  Environments 
a  Extended  Security  Controls 
a  Windows-Based  Administration 
a  Advanced  Auditing/Reporting/Monitoring 
Cross-Platform 


The  Best  Feature  Of  All  Is  Unicenter  TNG 
Is  Shipping  Today. 


While  our  competitors  are  talking  about  a  framework  for  the 
“future,”  Unicenter  TNG  is  a  proven  soft¬ 
ware  solu¬ 
tion  that’s 
available 

today.  It’s  real,  it’s  mission-critical  and 
it’s  up  and  running  in  thousands  of 
sites  around  the  world  for  some  of 
the  smartest  clients  in  the  world. 

Our  clients  sleep  soundly  every  night 
knowing  that  all  their  IT  assets  are  safely 
protected  by  the  best  security  soft¬ 
ware  in  the  world.  Shouldn’t  you? 


SHIPPING 

TODAY 


For  More  Information  Call  (COMPUTER 1 
1-888-864-2368  S1SSOCIATES 

OrVisilwww.cai.com  Software  superior  by  design. 


Unicenter  TNG 


TM 


©1997  Computer  Associates  International,  Inc.,  Islandia,  NY  11788-7000.  All  other  product  names  referenced  herein  are  trademarks  of  their  respective  companies 


2ND  ANNUAL  50/50 


From  Zero  to  50/50 


INTRODUCTION 


INTERNET 

Sites  of  Distinction 

OVERVIEW  This  year’s  winning  50/50  Internet  sites 
have  one  trait  in  common:  They  all  use  the  Web  to 
transform  a  good  idea  into  clear  business  goals. 

By  Anne  Stuart 

Power  Play 

PROFILE  Threatened  by  competition  in  a  newly 
deregulated  business,  Kansas  City  Power  &  Light  is 
using  the  Web  to  win  friends  and  influence  enemies. 
By  Art  Jahnke 

Internet  Winners 


Web  Wonders 

PROFILES  Whatever  the  business  activity,  this  year’s 
50  Internet  champions  do  it  just  as  well  online. 
Sometimes  even  better.  Here  are  snapshots  of  a  few 
particularly  innovative  sites. 

i-EscrowInc.  •  DigitalThink  Inc.  •  Visual  Evidence 

Center  •  Atlanta  Press  Club  •  American 

Farm  Bureau  Federation  •  The  Weather  Channel 

Cover  Illustration  by  Geoff  Graham 
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REMEMBER  WHAT  IT  WAS  LIKE  TO  HAVE 
SOMEONE  YOU  COULD  COUNT  ON  ? 


S' 

dMJ 

wmt 

“v- } 

You  can  again. 

There’s  a  reason  why  Data  General  survives 
in  a  land  of  computing  giants.  We  do  things 
no  one  else  will  do  for  you  when  it  comes 
to  enterprise  NT.  Like  deliver  NT  Cluster- 
in-a-Box™  -  already  configured,  tested,  and 
ready  to  run.  And  provide  superior  integra¬ 
tion  and  implementation  services. 

Our  customers  say  the  main  reason  they  buy 
from  us  is  the  value  they  get  from  our 
personal  contact  and  our  willingness  to  be 
there  when  they  need  us. 

They  also  really  love  our  scalable,  high- 
performance,  high-availability  AViiON 
servers,  like  the  AV  8600  based  on  Intel 
Pentium  Pro  processors.  And  they  say  our 
CLARiiON  RAID  storage  is  the  best 
around.  Add  top-notch  service  and  support, 
and  you  can  see  why  our  customers  say  we’re 
their  ideal  choice  for  Enterprise  NT  solutions. 

In  today’s  highly  competitive  environment, 
trusting  your  computing  partner  to  be  there 
for  you  is  essential. 

Call  us.  We're  the  Enterprise 
NT  Solution  choice  you  can  lean  on. 


iw  Data  General 


www.dg.com  1  -800-DATA  GEN 


Microsoft 
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AViiON  and  CLARiiON  are  registered  trademarks  and  Cluster-in-a-Box  is  a  trademark  of  Data  General  Corporation.  The  Intel  Inside  logo  and  Pentium  are  registered  trademarks  of  Intel  Corporation. 

All  other  brands  and  products  are  the  marks  of  their  respective  holders.  ©  1998  Data  General  Corporation. 


The  CEO  speaks;  the  CIO  cringes 


3Com  builds  networks  powerful  enough  to  handle  even  the  most  daunting  request.  Intelligent  networks  that 
close  the  gap  between  time  and  distance.  So  that  bandwidth-demanding  applications  — such  as  remote  training 


Can  you  do  the  impossible  again? 


More  connected 


Let’s  hold  the  next  global  meeting  via  our  Intranet 


(On  2,300  desktops  in  90  days.) 


Can  your  network? 


and  video-to-the-desktop  —  run  smoothly.  All  from  the  company  that’s  connected  more  businesses  in  more 
ways  than  any  other.  For  the  latest  news  about  converged  networks,  visit  www.3com.com/moreconnected 
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INTRANET 

The  Birth  of  the  Do's 

OVERVIEW  The  baby  fat’s  melting  away.  Intranet  sites  that 
once  might  have  settled  for  being  big,  happy  buckets  of 
information  are  converting  calories  into  operational  muscle. 

By  Lew  McCreary 

Blue  on  Blue 

PROFILE  Two  winning  efforts  from 
the  U.S.  Navy:  One  saves  money;  one 
saves  time.  By  Sari  Kalin 

Intranet  Winners 
Internal  Combustion 

PROFILES  Most  intranets  conserve  time  and  money.  True 
winners  generate  innovation  as  well.  Here’s  an  under-the-hood 
look  at  some  of  the  best. 

General  Electric  •  Cognitive  Communications  Inc.  •  Siemens 
Business  Communications  Systems  •  National  City  Corp.  • 
Newaygo,  Mich.,  Public  Schools  •  Northern  Telecom 


The  Complete  50/50 


Inside  Section  1 

COVER  STORY:  SUMMER  READING  See 

what  hot-off-the-press  business/IT  titles 
CIOs  are  reading  for  business — and 
pleasure. 

FRAUD  INVESTIGATION  Once  an  easy 
target  for  computer-aided  fraud,  a  health 
insurer  fights  fire  with  fire — digging  deep 
into  its  database  to  find  the  filchers  and 
recover  millions. 

BENCHMARKING  Experts  and 
experienced  CIOs  share  five  lessons  for 
effective  benchmarking. 
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10 


DEPARTMENTS 


In  My  Opinion 

Tetter  from  the  publisher 


Threads 


Share  Ware  •  Homeward  Bound  •  Helping  Those  Who 
Help  Themselves  •  Webside  Diners  •  Looks  That  Kill  • 
The  World  on  a  String  •  Body  Language 


YEAR  2000  CHALLENGE  Long  on 
questions  and  short  on  answers,  a  Y2K 
conference  brings  on  a  queasy  feeling. 

EMERGING  TECHNOLOGY  Enterprise 
systems  need  data  from  other  appli¬ 
cations,  but  how  do  you  integrate  them? 

SHOP  TA  L  K  The  new  breed  of  CIO  at 
Home  Nursing  Agency. 


Index 
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Documents  are  digital.  Documents  are  paper 


When  it  comes  to 

no  one 


delivers  100%  uptime, 
but  how  does 
98%  sound? 
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The 

Document 

Company 

XEROX 


Nobody  wants  to  be  down  during  a  critical 
print  window.  So,  Xerox  is  dedicated  to 
keeping  uptime  at  98%.  But  if  downtime 
occurs,  we’ll  get  you  up  and  running  fast. 
Our  over  10,000  trained  service  profes¬ 
sionals  average  18  years  of  experience. 
Virtually  any  part  you  need  is  available 


locally.  And  the  reliability  of  our  entire 
line  of  DocuPrint  Production  Printers  is 
backed  by  our  unique  Total  Satisfaction 
Guarantee.  Because  the  only  thing  better 
than  98%  uptime  is  100%  Xerox  commit¬ 
ment.  To  learn  more,  visit  our  website  at 
www.xerox.com/print. 


The  Document  company 

XEROX 


Uptime  based  on  actual  service  contract  hours.  XEROX,®  The  Document  Company,®  the  digital  X,®  and  DocuPrint®  are  trademarks  of  XEROX  CORPORATION.  36  USC  380 


IN  MY  OPINION 


©  CIO  Communications,  Inc. 


Care  to  Dance? 


Last  month  i  urged  readers  to  get  on  board  the  e-commerce 
train  and  asked  what  organizations  were  doing  to  harness  the  power 
of  the  Internet.  This  2nd  Annual  CIO  Web  Business  50/50  Awards 
issue  congratulates  those  companies  that  use  the  Net  to  their  advan¬ 
tage  internally  and  externally. 

Thanks  to  the  Internet  and  other  aspects  of  the  Information  Age,  CIOs  have 
achieved  higher  status  during  the  past  decade.  They  have  made  leaps  on  the 
organization  chart.  Yet  despite  the  fact  that  times  are  indeed  changing,  there 
are  top  executives  who  continue  to  turn  their  backs  on  the  promise  of  IT. 

Many  chief  executives  are  either  suspi¬ 
cious  of  IT  because  they  don’t  under¬ 
stand  how  it  works  or  wary  because  of 
cost.  CEOs  who  never  turned  on  a  com¬ 
puter  before  are  now  compelled  to  han¬ 
dle  e-mail  from  their  airline  seats.  Many 
still  try  to  keep  technology  at  bay.  Some 
CEOs  have  been  burned  by  projects  that 
have  gone  wrong.  Some  IT  departments 
have  pursued  the  technology  du  jour 
that  cost  too  much  and  became  obsolete 
before  implementation. 

The  value  senior  management 
places  on  IT  can  be  measured  by 
assessing  how  frequently  IT  issues  are 
considered  in  major  decisions.  While 
many  organizations  pay  lip  service  to 
the  importance  of  IT,  those  responsible  for  technology  have  often  been  shut 
out  of  high-level  strategy-making  sessions. 

Today  we  are  witnessing  unprecedented  business  mergers:  Travelers  and 
Citicorp,  Daimler-Benz  and  Chrysler,  WorldCom  and  MCI,  SBC  and 
Ameritech.  We  are  also  facing  year  2000  and  Euro  issues.  Many  organiza¬ 
tions  have  to  come  to  grips  with  all  three  simultaneously.  CEOs  who  don’t 
include  their  CIOs  at  the  early  stages  of  the  discussions  do  so  at  their  peril. 
The  IT  role  in  these  operations  is  crucial.  And  all  of  this  is  happening  against 
the  backdrop  of  a  new  way  of  doing  and  running  business:  the  Internet. 

Will  you  find  your  company’s  name  in  this  issue  next  year?  As  always,  I’m 
interested  in  your  thoughts  and  ideas. 

tofou  u. 

Joseph  L.  Levy 

President,  CEO  and  Group  Publisher 
jlevy@cio.com 
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Imagine  what  life  would  be  like  if  you  had  the  power  to  eliminate  chaos  from  your  workplace  forever. 
You  could  enhance  customer  service.  Lower  your  cost  of  operations.  Or,  improve  your  time  to  market. 
Thanks  to  FileNET,  you  can  do  it  all.  Our  software  allows  you  to  manage  images,  text,  presentations, 
spreadsheets,  engineering  documents,  web  pages,  video,  and  voice  with  total  control.  So  contact  the 
industry  leader  at  www.filenet.com  or  1*800*FILENET.  Then,  point  chaos  toward  the  nearest  exit  sign. 


FileNET 


Unleash  the  Power  of  Information  " 


THREADS 


Edited  by  Art  Jahnke 


QUICK  HITS  AND  THE  BOTTOM  LINE 


Share  Ware 


KOL  wasn’t  cheap,  but  an  inde¬ 
pendent  assessment  by  IDC  put 
the  ROI  at  1,300  percent. 

KOL  is  one  of  several  knowl¬ 
edge  management  intranets 
that  showed  up  among  50/50 
candidates.  Two  other  winners, 
Perot  Systems  Real  Time 
Information  Network  and 
Reliance  Group  Holdings 
RelNet,  are  also  changing  cul¬ 
ture  and  saving  time  and  many 
millions  of  dollars  a  year. 

-Art  Jahnke 


In  the  consulting  busi¬ 
ness,  knowledge  isn’t 
just  power — it’s 
money.  You  know  some¬ 
thing  that  other  people 
want  to  know,  and  they 
pay  you  to  tell  them.  So 
it’s  not  easy  to  persuade 
consultants  to  give 
knowledge  away,  even 
to  colleagues. 

At  Booz,  Allen  & 

Hamilton,  where  execu¬ 
tives  believed  that  shar¬ 
ing  knowledge  would 
help  all  staffers  do  their 
jobs  better,  hoarding  was 
a  problem.  Until  recently. 

Two  years  ago,  the  big  consul¬ 
tancy  built  a  companywide 
intranet,  dubbed  Knowledge 
On-Line  (KOL),  whose  main 
purpose  is  to  “provide  Booz 
Allen  staff  all  over  the  world 
with  the  company’s  ‘best  think¬ 
ing.’”  Suddenly,  excuses  for 
keeping  secrets  got  harder  to 
find.  The  knowledge  manage¬ 
ment  tool,  a  50/50  winner,  plus 
a  continued  push  from  top  man 
agement  boosted  the  company 
over  a  major  cultural  hurdle. 

“KOL  has  served  as  a 
tremendous  catalyst  in  a 


firmwide  cultural 
change,”  writes  Eleanor 
Schaffner-Mosh,  Booz  Allen’s 
director  of  marketing.  “Booz 
Allen  is  a  sharing,  collaborative 
firm  today.  ” 

Most  months,  between  60 
and  70  percent  of  the  company’s 
Worldwide  Commercial 
Business  staffers  access  KOL, 
with  more  than  96  percent  of 
the  staff  using  it  over  the  past 
year.  The  knowledge  manage¬ 
ment  tool  saves  time  and  money, 
and  helps  everyone  stay  on  the 
same  page.  What’s  the  price? 


Homeward 
Bound  with  an 

the  hassle  involved  in 
home  buying,  it's  no  won¬ 
der  that  some  of  the  most 
useful  Web  sites  that  entered 
this  year's  50/50  competition 
offer  online  services  related  to  home  buying. 

At  Liberty  First  Financial's  Loanguide.com  (www.loan guide, 
com )  househunters  find  the  lowdown  on  different  kinds  of 
mortgages  and  get  a  step-by-step  walk-through  of  the  loan 
process.  Not  satisfied  with  current  mortgage  rates?  Sign  up  for 
Loanguide's  Notification  Program,  plug  in  the  rate  you  want 
and  they'll  e-mail  you  when  rates  drop  to  the  indicated  level. 

More  mortgage  information  is  available  at  HomeShark  Inc. 


(www.homeshark.com) ,  a  multilender  online  mortgage  broker¬ 
age  service.  HomeShark.com  aims  its  services  at  a  large  audi¬ 
ence  including  real  estate  owners,  buyers,  renters  and  real¬ 
tors.  In  addition  to  loan  and  refinancing  information, 
HomeShark  offers  home  evaluation  services,  access  to  more 
than  700,000  home  listings  and  news  for  real  estate  agents. 

The  Web  doesn't  cater  just  to  home  buyers.  On  WhoWhere 
Inc.  (www.whowhere.com) ,  visitors  can  link  to  more  than 
5  million  apartment  listings  that  augment  the  usual  rental 
details  with  24  other  features  including  whether  an  apart¬ 
ment  has  a  patio,  fireplace  or  covered  parking.  When  it 
comes  time  to  occupy  the  newly  found  apartment,  WhoWhere 
provides  links  to  information  about  truck  rentals,  moving 
companies,  renter's  insurance  and  more.  So  cybershoppers 
can  now  move  without  moving  into  the  poorhouse. 

-Megan  Santosus 
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ILLUSTRATION  ABOVE  BY  OCTAVIO  DIAZ;  BELOW  BY  DAVID  BAMUNDO 


©  '998  Network  Appliance,  Inc.  All  rights  reserved  Network  Appliance  is  a  trademark  and  the  Network  Appliance  logo  is  a  registered  trademark  of  Network  Appliance,  Inc.  All  other  brands  or  products  are  trademarks  of  their  respective  holders. 


Every  once  in  a  while  a  product  comes  along  that  is  so  well  designed, 
reliable  and  simple  to  use,  it  defines  a  category.  Add  to  that  list  the  network 
appliance  from  the  company  named  Network  Appliance.  It's  designed  from  the 
ground  up  to  do  one  thing:  serve  data. 

To  see  how  well  we  can  satisfy  your  need  for  UNIX,  Windows/NT  and 
Web  file  service,  browse  through  our  website,  then  hold  us  to  the  fire  of  your 
network.  Nothing  beats  an  original.  And  for  as  long  as  we've  been  making  net¬ 
work  appliances,  nothing  beats  a  Network  Appliance. 


Serving  Data  by  Design: 


NetworkAppliance* 


1  -800-44FI  LER 


www.netapp.com/bydesign 
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THREADS 


Helping  Those  Who 
Help  Themselves 


Bank  cash  machines  convert  customers  to  tellers.  Do-it-your¬ 
self  pumps  make  drivers  gas-station  attendants.  And  by 
offering  all  kinds  of  self-service  options,  corporate  intranets 
increasingly  turn  employees  into  their  own  HR  representatives. 

This  year’s  CIO  Web  Business  50/50  winning  intranets  offer 
employees  unprecedented  access  and  control. 

Lucent  Benefits  Central,  for  example,  lets  100,000  Lucent 
Technologies  Inc.  employees  enroll  for  benefits  online  and  pro¬ 
vides  model  scenarios  to  help  them  design  the  most  suitable  pack¬ 
ages.  An  extranet  called  CarrierLink  provides  real-time  links  to 
more  than  20  carriers  and  suppliers,  so  workers  can  compare 
plan  information,  check  procedures  or  locate  specialists. 

Millipore  Corp.’s  @Millipore,  which  offers  online  classified  ads 
and  credit  union  services,  allows  workers  to  book  their  own 
business  trips  and  order  business  cards. 

Perot  Systems’  intranet  saves  nearly  $280,000  annually 
because  employees  enroll  for  benefits,  update  their  con¬ 
tact  information,  check  payroll  data  and  print  forms 
and  letters.  The  company  also  uses  its  intranet  for 
training,  orientation,  market  research,  procurement  and 
accessing  skills  databases. 

At  Bay  Networks  Inc.,  Bay  Web  is  the  only  source  of  informa¬ 
tion  about  benefits,  the  employee  stock  purchase  program  and 
courses  offered  through  the  internal  Bay  University.  A  program 
called  IS  Central  provides  technical  support  and  service  online, 
cutting  the  number  of  internal  help-desk  calls  in  half.  And  two 
Reliance  Group  Holdings  insurance  companies  use  intranets  that 
let  anyone  in  human  resources  post  a  job  opening  without  assis¬ 
tance  from  IT,  making  their  own  HR  folks,  well,  self-reliant. 

-Anne  Stuart 


Webside 

Diners 


Hungry? 

Got  a  credit 
card  handy? 

The  Web 
can  proba¬ 
bly  serve  up 
something 
that  will  whet 
your  appetite, 
judging  from  this  year's 
50/50  entrants.  You  can  find  chocolate-covered  pret¬ 
zels  at  Clinton,  Conn. -based  Pepperidge  Farm  Mail 
Order  Catalog  ( www.pepperidgefarmgifts.com ),  order 
a  three-pound  beef  stick  from  Hickory  Farms  (www. 
hickoryfarms.com)  in  Maumee,  Ohio,  or  pick  up  a  pack 
of  Rustichella  d'Abruzzo  Penne  Pasta  from  Orinda, 
Calif.-based  Only  Gourmet  LLC  ( www.onlygourmet . 
com).  And  if  you  want  something  to  wash  them  all 
down  with,  how  about  a  three-litre,  $180  bottle  of 
Veuve  Cliquot  Brut  from  Northampton,  Mass.-based 
Big  Y  Wines  ( www.bigywines.com )?  Meanwhile,  for 
those  do-it-yourselfers,  Santa  Clarita,  Calif.-based 
Mimi's  Cyber  Kitchen  ( www.cyber-kitchen.com )  has 
recipes,  cookbook  reviews  and  a  "recipe  request  line" 
bulletin  board  where  site  visitors  can  post  recipe  and 
cooking  questions. 


-Sari  Katin 


Looks  That  Kill  Web  tech¬ 
nology  is  the  newest  workhorse  of  the 
thoroughly  modern  corporation,  but 
beasts  of  burden  don't  carry  less  weight 
when  they  look  good  than  they  do  when 
they  look  like,  well,  beasts. 

The  Amnesty  International  Web  site 
(, rights.amnesty.org )  is  a  50/50  winner 
whose  look  is  as  fine  as  its  function.  The 
scarlet  home  page,  emblazoned  with  a 
bright  yellow  typeface  and  offering  a  riot 
of  color,  sets  off  a  stark  black-and-white 
photograph  of  a  12-year-old  African  boy 
herding  cattle  on  a  vast  African  plain. 

The  site's  piece  de  resistance  is  an  ex¬ 
hibit  of  15  photographs  by  Phil  Borges. 


Titled  "Enduring  Spirit,"  the  pictures  of 
tribespeople  from  Peru,  Kenya,  Thailand, 
Indonesia  and  Montana  are  presented  in 
solemn  sepia  tones  and  suggest  these  tribes 
are  living  reminders  of  a  time  gone  by. 

Another  site  the  50/50  judges  found  a 
pleasure  to  behold  is  that  of  the  Minnesota 
Landscape  Arboretum  at  the  University  of 
Minnesota  ( www.arboretum.umn.edu ), 
whose  purpose  is  to  encourage  people  to 
visit  the  real  thing.  The  home  page  wears  a 
finely  rendered  botanical  drawing  of  a 
flower,  and  that  image  changes  with  the 
seasons.  The  colors  are  natural  and  under¬ 
stated:  a  soft  blend  of  greens,  yellows  and 
browns  on  a  parchment-colored  background. 
The  text  is  a  delicate  European-style  script, 
suggesting  scholarship  and  history. 


Tom  Baker,  creative  director  of  Vallon 
Inc.,  the  Web  shop  that  designed  the  site, 
says  the  arboretum  job  was  a  challenge 
and  a  welcome  relief  from  work  commis¬ 
sioned  by  his  customary  clients.  Fortune 
500  companies. 

"It  was  something  different,"  says  Baker. 
"Our  thought  was  that  the  arboretum 
was  a  place  you  go  for  solace 
and  to  see  life  return,  and  we 
wanted  to  do  something  that 
would  have  that  effect." 

Baker  included  a  Java- 
enabled  photographic  tour  of  the  arbore¬ 
tum  that  reveals,  click-by-click,  the  back¬ 
ground  image  of  a  flower. 

"We  knew  we  had  more  in  us  than  what 
we  had  been  doing,"  says  Baker.  "We  just 
put  our  design  team  to  the  task." 

-ArtJahnke 
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It  is  more 

than  just  a  new 

cure  for  headaches. 
It  is  over  four  years 
of  lab  research  and 
seven  years  of  clinical 
trials  resulting  in  a 
terabyte  of  electronic 
images,  analytical  reports 
and  queries  distributed 
across  eight  servers  and 
three  different  platforms. 
However,  without  the  right 
storage  system  in  place,  it 
can  cause  more  pain  than  it 
relieves.  Call  Storagelek®  at 
1 -800-STORTEK  or  visit  us 
on  the  Web.  Because  when  the 
health  of  your  business  depends 
on  your  information,  you  should 
have  an  expert  taking  care  of  it. 


www.storagetek.com/cure 


StorageTek 

Where  the  world’s  information  goes. 


THREADS 


The  World  on 

If  you  can  find  a  place  on  a 
map,  you’ll  find  how  to 
get  to  it  on  the  Internet. 
The  CIO  Web  Business  50/50 
entries  are  as  diverse  as 
Travelocity,  the  granddaddy 
of  the  one-stop,  do-it-your¬ 
self  travel  sites,  Hotels 
Poland,  a  discount  lodging 
service,  and  Cruisin’,  a  travel 
agency  that,  while  not  a 
50/50  winner,  deserves  men¬ 
tion  for  booking  $1  million 
worth  of  cruises  online  last 
year. 

But  the  real  stars  are  the 
destination  sites  that  start 
travelers  dreaming  about 
Belize  or  the  Ozarks  or 
Australia  and  then  help 
them  plan  their  getaways. 
Land  Between  the  Lakes,  a 
50/50  winner,  promotes  a 
170,000-acre  national  recre¬ 
ation  area  in  Kentucky  and 
Tennessee.  The  site  goes 
beyond  glorious  photos  and 
online  maps  (although  there 
are  plenty  of  those)  to  offer  a 
virtual  visitors’  center  where 
would-be  tourists  can  plan 
trips,  find  discount  travel 
packages  and  even  apply  for 


a  String 

park  jobs  online. 

Visit  Florida,  an  official 
tourism  site  launched  just 
months  before  the  50/50 
judging,  didn’t  make  this 
year’s  winners’  list,  but  it’s 
worth  watching — and  not 
just  by  winter- weary  Yankees 
planning  to  spend  spring 
break  in  Naples  or  Orlando. 
Visit  Florida  represents  a 
new  and  so  far  successful 
public-private  venture. 
Nearly  800  commercial  part¬ 
ners,  mostly  small  tourism- 
related  businesses,  support 
the  state-run  site  in  exchange 
for  a  chance  to  promote 
themselves  online.  Visit 
Florida  must  be  doing  some¬ 
thing  right:  More  than 
17,000  potential  tourists 
requested  information 
through  the  Web  site  during 
its  first  few  months  online. 

Meanwhile,  for  those  who 
actually  do  hit  the  road, 
there’s  the  Rand  McNally 
Online  Travel  Store,  which 
offers  3,000  items  ranging 
from  guidebooks  to  luggage. 
Happy  trails  to  you. 

-Anne  Stuart 


Body  Language  Internet  entre¬ 
preneurs  discovered  early  on  that  a  third  topic— 
besides  money  and  sex — interests  nearly  all  online 
consumers:  health.  Particularly  their  own. 

So  it's  no  surprise  that  health  care  and  medical 
sites  were  well  represented  among  this  year's  CIO 
Web  Business  50/50  nominees.  Internet  winners 
include  Community  Drug  ( www.communitydrug . 
com),  a  fledgling  prescription-filling  service  that 
quickly  outstripped  the  sales  of  the  physical 
store  that  spawned  it,  and  Best  Doctors  World¬ 
wide  Healthcare  Services  ( www.bestdoctors.com ), 
which  sells  books,  access  to  its  "Find  a  Doctor" 
database  and  customized  searches  for  specialists. 

Health-care  providers  from  hospitals  to  HMOs 
have  launched  comprehensive  intranets  or 
extranets  for  their  patients  and  members.  The  best, 
while  not  all  50/50  winners,  offer  far  more  than 
digitized  versions  of  those  waiting-room  brochures 
on  allergies  or  bacterial  infections.  United  Health- 
Care  Corp.  allows  users  to  build  personalized  Web 
pages  to  access  its  frequently  updated  proprietary 
content.  Members  can  also  join  online  health  dis¬ 
cussions  led  by  nurses  and  counselors.  Soon, 
staffers  will  answer  members'  health  inquiries  by  e- 
mail,  posting  responses  to  frequently  asked  ques¬ 
tions  for  all  to  read.  On  The  Prudential  Insurance 
Co.  of  America's  secure  extranet,  members  review 
their  benefits  and  claim  information,  order  ID 
cards,  select  primary  care  physicians  and  get  direc¬ 
tions  to  doctors,  dentists  and  hospitals. 

Other  sites  cater  to  providers  themselves. 

General  Health  System's  General  Health 
Information  Network  gives  physicians  real-time 

patient  informa- 
\  w .  tion,  such  as 
il  °  Jjpjl  lab  results, 

radiology 
reports  and  med¬ 
ical  record  tran¬ 
scriptions. 

The  flow  of 
paper  is 
reduced,  and 
physicians  can 
review  records  online 
in  their  offices  rather  than  only  at  the  facili¬ 
ties  where  paper  copies  are  stored.  The  U.S. 
Pharmacopeia  Convention's  site  lets  health-care 
professionals  receive  and  update  medication  error 
and  drug-quality  reports  and  search  a  database 
listing  precautions,  side  effects  and  adverse  reac¬ 
tions  for  more  than  750  generic  medicines. 

-Anne  Stuart 
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(Adaptability  made  remedy  the  #1 

ENTERPRISE  HELP  DESK  SOLUTION. 


YOU  CAN’T  PREVENT  CHANGE  The  enterprise  is  constantly  adapting 

to  new  technologies,  new  market 

conditions,  new  business  processes.  That's  why  6  out  of  10  Fortune  100 
companies  have  chosen  Remedy  to  provide  adaptable  applications  to 
meet  changing  business  needs. 


BUT  YOU  CAN  ADAPT. 


Remedy  applications  for  Change  Management,  Asset  Management 
and  Service  Level  Agreements  tightly  integrate  with  Remedy  Help 
Desk™  for  a  comprehensive  enterprise  IT  solution.  Remedy  also  provides 
the  service  expertise  to  optimize  the  implementation  for  higher  IT 
efficiency  and  productivity. 

To  see  how  Remedy  fulfills  your  IT  vision  with  unequaled  ROI, 
visit  Remedy  at  www.remedy.com. 


www.remedy.com 


©1998  Remedy  Corporation.  1505  Salado  Drive.  Mountain  View,  CA  94043.  Remedy  and  the  Remedy  Corporation  logo  are  registered  trademarks  and  Remedy  Help  Desk  is  a  trademark  of  Remedy  Corporation.  All  rights  reserved. 


From 


*  7  No  technology  has  gone  from  zero  to  hyperdrive  faster  than  the  amalgamated  pro- 
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m  J  I  ,  tocols,  interconnected  devices  and  teragobs  of  files  that  make  up  the  Internet  and 
World  Wide  Web.  Of  course,  it  helped  that  a  seedling  infrastructure  of  pipes  and 
servers  was  ready  and  waiting  to  be  built  out  to  the  specs  of  the  Net's  own  DNA— 
in  the  form  of  TCP/IP  and  HTML,  soon  joined  by  Java  and  assorted  other  proteins. 
The  logic  of  the  Net  has  always  seemed  irresistible,  (jive  people  a  straightforward 
standards-based  interface  that  can  serve  as  a  common  front  end  to  a  variety  of  applications;  give 
them  the  ability  to  find  and  consume— at  their  own  initiative  and  pace— useful  sources  of  struc¬ 
tured  and  unstructured  information;  through  hyperlinking,  give  them  the  power  to  make  serendip¬ 
itous  context-rich  associations  among  information  objects;  enable  secure  transactions;  decouple 
business  processes  from  the  tyranny  of  inflexible  systems;  simplify  programming  models  to  empha¬ 
size  speed  and  reusability.  Then,  freed  from  some  of  the  most  constraining  aspects  of  technology, 
people  would  soon  discover  an  open  space  where  innovation  could  create  new  kinds  of  value. 

Last  year,  we  established  the  CIO  Web  Business  50/50  Awards  as  a  way  of  taking  an  annual 
snapshot  of  this  ongoing  creative  insurgency.  Because  the  Web  is  irrevocably  transforming  the 
terms  and  conditions  of  business,  we  wanted  to  honor  some  of  the  pioneers  who  are  setting  the 
evanescent  benchmarks  for  a  constantly  moving  target.  In  this  special  issue,  we  showcase  50 
Internet  and  50  intranet  (and  extranet)  sites  that,  in  our  judges'  opinions,  reflect  the  best  of 
what  business  on  the  Web  has  to  offer  at  this  moment  in  history. 

This  year's  winners  were  culled  from  more  than  800  online  applicants.  As  we  expected,  the 
bar  keeps  rising,  with  business  use  of  the  Web  showing  ever  greater  sophistication,  ambition 
and  effectiveness.  In  both  the  Internet  and  intranet  categories,  the  main  criteria  were 
how  impressively  the  nominated  site  delivered  business  value,  how  the  design 
and  technical  attributes  of  the  site  contributed  to  its  business  objectives, 
and  how  well  the  blend  of  technology  and  design  matched  the  needs  of  the 
site's  target  audience. 

Since  the  entry  process  began  late  last  year,  we  have  been  impressed  by 
the  quality  not  just  of  the  winners  but  of  the  entire  pool  of  applicants.  Now 
it's  your  turn  to  be  impressed.  -Lew  McCreary,  Editorial  Director 
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This  year's  winning 

50/50  Internet  sites 


have  one  trait  in 


common:  They  all  use 
the  Web  to  transform 


a  good  idea  into  clear 


business  goals. 


By  Anne  Stuart 


A  strong  thread  links  this  year’s  crop  of  CIO  Web  Business  50/50 
champions,  but  at  first  glance  it’s  darn  near  invisible.  After  all,  what 
could  PsicoNet,  a  Spanish-language  site  for  mental-health  professionals, 
possibly  have  in  common  with  The  Weather  Channel’s  weather.com? 
What  would  the  proprietors  of  Community  Drug,  an  online  discount 
pharmacy,  chat  about  at  a  cocktail  party  with  Internet  strategists 
from  Samsung  Electronics  Co.  Ltd.?  Or  Travelocity?  Or  the  Swedish 
Post  Office? 

And  yet  those  organizations  and  44  others — from  the  City  of 
Colorado  Springs  Online  to  the  Chicago  Board  of  Trade  (CBOT)  to 
Camping  World  Inc. — share  a  distinction  beyond  beating  out  550  other 
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self-nominated  contenders  from  a  dozen  countries.  They 
clearly  understand  one  of  the  major  tenets  about  doing  busi¬ 
ness  on  the  maturing  Web:  A  good  idea  isn’t  enough.  Even 
being  first  or  foremost  with  a  good  idea  is  no  longer  enough. 
(Witness  Barnesandnoble.com  nipping  at  Amazon. corn’s 
heels.)  In  the  long  run,  it’s  strategy  and  execution  that  count 
and  set  a  site  apart  from  its  hundreds  of  thousands  of  com¬ 
mercial  siblings. 

This  year’s  honorees  aren’t  necessarily  the  Web’s  biggest, 
best-known  or  most  successful  businesses  (although  any 
future  50/50  Hall  of  Fame  is  likely  to  start  by 
enshrining  Web  pioneer  and  two-time 
winner  Cisco  Systems  Inc.).  In  fact,  judges 
eliminated  some  big-name  contenders 
early  on  because  they  failed  to  describe 
their  sites’  business  value  on  the  Web 
Business  50/50  application.  And  some  com¬ 
panies  favored  to  place  on  anybody’s  list  of 
the  best  Web  businesses — for  instance,  Dell 
Computer  Corp.,  which  does  about  $4  mil¬ 
lion  in  online  sales  every  day — didn’t  make 
the  winner’s  circle  simply  because  its  execu¬ 
tives  didn’t  enter  the  race.  Diverse  as  they  are,  those  that  made 
the  cut  all  spun  their  good  ideas  into  clear  business  goals.  All 
reach  and  serve  their  target  audiences  and  overall  look  good 
and  work  well.  All  appear  to  yield  some  kind  of  return, 
although  when  it  comes  to  measuring  value,  the  bottom  line 
isn’t  always  the  bottom  line. 

Amnesty  International,  for  example,  says  its  Web  site  trims 
costs  for  printing  and  mailing  materials  supporting  its  efforts 
to  protect  human  rights.  But  managers  say  the  site’s  greatest 
value  is  in  “enabling  instantaneous  global  action,”  such  as 
letting  visitors  sign  online  petitions  or  send  e-mail  protesting 
individual  human  rights  violations. 

Several  50/50  winners  from  1997  reapplied  this  year,  but 
only  three  earned  repeat  honors.  Judges  felt  those  three — 
Cisco  Connection  Online,  Innvest:  America's  Hotel  Online 
Superstore  and  Trade  Compass — best  exemplify  another 
imperative:  Web  work  is  never  done.  Returning  champions 
all  demonstrated  they’d  significantly  improved  their  sites’ 
scope  or  service  in  the  past  year.  Innvest — a  hospitality- 
industry  trade  site  that,  among  other  things,  helps  match 
property  buyers  and  sellers — now  lets  members  buy,  update 
or  delete  online  ads  in  real-time.  Trade  Compass,  a  resource 
for  global  trade  data,  created  a  network  of  integrated  busi¬ 
ness  applications  for  the  cargo-transport  industry.  Cisco  just 
keeps  growing,  taking  52  percent  of  its  orders  on  the  Web  to 
the  tune  of  $10  million  every  day.  (For  more  on  previous  win¬ 
ners,  see  WebMaster,  August  1997,  available  on  the  Web  at 
www.cio.com/arcbive.) 

Nobody  understands  crowd-pleasing  better  than  sites 
developed  to  serve  a  narrow  market  slice.  Besides  Innvest, 
there’s  the  American  Association  of  Individual  Investors 
(AAII),  whose  Web  site  offers  a  windfall  of  personal-invest¬ 
ment  information,  including  an  online  archive  with  a  rare 
treasure  trove  of  seven  years’  worth  of  past  articles.  But  the 
site  also  fulfills  a  membership-building  strategy,  cleverly  offer¬ 
ing  nonmembers  just  enough  information  to  entice  them  into 
paying  dues  for  full  access. 

The  site  for  customers  of  bovine-genetics  company  ABS 


Global  Inc.  will  puzzle,  maybe  even  amuse,  visitors  who  don’t 
know  a  Holstein  from  a  hole  in  the  ground.  But  it’s  packed 
with  breeding  data,  sales  and  employment  information,  sci¬ 
entific  news  and  other  links  for  the  cattle-breeding  commu¬ 
nity  it  serves. 

As  in  last  year’s  awards,  quite  a  few  winners  were  honored 
for  elegantly  simple  concepts  ideally  tailored  to  the  Web. 
Among  them,  several  created  new  intermediaries,  driving  yet 
another  stake  through  the  heart  of  the  idea  that  there’s  no 
room  for  middlemen  on  the  Internet.  For  example,  i-Escrow 
Inc.  serves  as  a  trustworthy  go-between  for  buyers 
and  sellers  who  cut  deals  online.  Once  the  two  par¬ 
ties  have  reached  an  agreement,  i-Escrow  makes  sure 
the  buyer  pays  and  the  seller  ships  (see  “Overcoming 
Fear  of  Buying,”  Page  28).  LeaseSource,  an  auto¬ 
mobile-leasing  information  site,  connects  users  to 
leasing  agencies  and  insurance  companies,  which 
pay  fees  to  be  listed. 

Other  winners  morphed  into  virtual  businesses. 
IncSpot  provides  corporations  and  law  firms  with 
one-stop  shopping  for  researching,  retrieving  and 
filing  public  business  forms,  replacing  a  proprietary  software 
product  that  formerly  provided  such  functions.  An  online 
reference  library  contains  legal  and  tax  business  documents 
from  all  50  states;  some  can  be  filed  directly  online.  The  U.S. 
Corporation  Co.,  which  owns  IncSpot,  says  that  based  on 
the  number  of  registrations,  it’s  penetrating  deeply  into  its 
market,  reaching  more  than  80  percent  of  the  people  in  its 
target  audience.  Of  those,  40  percent  use  the  site  at  least 
weekly.  Many,  of  course,  simply  switched  from  the  compa¬ 
ny’s  proprietary  software  to  its  Web  site.  But  IncSpot  has  gar¬ 
nered  new  converts  as  well.  In  the  site’s  first  14  months  online, 
it  registered  300  percent  more  customers  than  its  software 
predecessor  got  in  its  full  five-year  history. 

Yet  other  winners  use  the  Web  to  extend  their  businesses, 
sometimes  with  dramatic  results.  The  Visual  Evidence  Center, 
which  designs  exhibits  for  courtroom  use,  collaborates  with 
its  clients  over  its  password-protected  Web  site.  Its  sales 
increased,  largely  due  to  expanded  geographic  reach,  while 
overhead  costs  dropped  (see  “Exhibit  A  Online,”  Page  34). 
Thomas  Publishing  Co.,  a  venerable  producer  of  print  guides 
and  magazines  for  buyers  and  sellers  of  industrial  products, 
launched  the  Thomas  Register  on  the  Internet  and 
promptly  earned  $16  million  in  new  revenues  from  manu¬ 
facturers  who  paid  for  listings.  Client  testimonials  tell  the 
story:  Wanner  Engineering  credits  the  online  catalog  it  main¬ 
tains  on  the  Thomas  Register  for  helping  land  a  $50  million 
contract  with  General  Motors  Corp.  And  despite  its  strong 
telephonic  association,  the  1-800-FL0WERS  Web  site  accounts 
for  $10  million  of  the  floral  retailer’s  annual  sales.  But  that’s 
not  the  best  part:  It’s  so  cost-effective  to  offer  self-service  flo¬ 
ral  sales  online  that  1-800-FLOWERS  customers  who  order 
over  the  Web  pay  $3  less  than  customers  who  call  that  unfor¬ 
gettable  phone  number. 

Several  of  this  year’s  field  of  winners  offer  financial  infor¬ 
mation — not  just  up-to-the-minute  data  but  educational 
material  with  surprisingly  little  hype.  At  the  Chicago  Board 
of  Trade,  for  instance,  investment  novices  can  get  a  crash 
course  (and  a  virtual  reality  tour  of  the  trading  floor)  in 
commodity  and  option  trading.  Loanguide.com,  a  clear, 
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straightforward  labor  of  love  backed  by  Liberty  First 
Financial,  offers  potential  users  plenty  of  regularly 
updated  home  financing  information.  Visitors  can  take  a 
step-by-step  lesson  in  financing,  compare  rates  and  terms, 
sign  up  for  automatic  notification  when  rates  hit  certain  lev¬ 
els  and  apply  for  a  mortgage  online. 

True  innovation  is  tough  to  single  out  in  certain  highly 
cluttered  fields,  such  as  the  municipal  and  tourist-destina¬ 
tion  categories.  Palo  Alto,  Calif.,  made  Internet  history  by 
taking  its  city  government  online  four  years  ago.  Since  then, 
it’s  been  joined  by  thousands  of  other  communities,  often 
with  a  cookie-cutter  approach  to  content  and  design.  The 
result:  A  plethora  of  sites  that  look  dismayingly  similar 
online.  This  year’s  50/50,  however,  includes  two  city  sites  far 
more  sophisticated  than  most  of  their  peers.  The  Colorado 
Springs  site  offers  gorgeous  photos,  simple  navigation  and 
page  after  page  of  content  for  visitors  and  locals,  including 
local  flight  information  that’s  refreshed  every  minute.  Besides 
providing  24-hour  access,  city  officials  say  the  site  has 
markedly  reduced  the  number  of  people  who  walk  into  City 
Hall  or  call  municipal  employees  with  questions.  Its  mid- 
western  cousin,  the  City  of  Indianapolis’s  IndyGov  site,  offers 


taxes,  track  packages  and  link  to  a  range  of  commercial  sites 
offering  e-commerce.  (Postmaster  General,  are  you  listening?) 

At  some  winning  sites,  the  road  from  terrific  idea  to  flaw¬ 
less  execution  remains  a  bit  bumpy,  illustrating  again  the  need 
for  and  value  of  continuous  improvement.  Community  Drug, 
the  virtual  component  of  a  long-time  Pittsburgh  pharmacy, 
offers  a  much-needed  service:  competitively  priced  prescrip¬ 
tion  drugs  that  can  be  ordered  online  and  delivered  by  mail. 
According  to  its  application,  the  online  pharmacy  does  more 
business  than  its  82-year-old  progenitor.  Unfortunately, 
because  price  quotes  are  handled  personally,  it  can  take  hours 
to  get  an  e-mail  response — a  lag  rapidly  becoming  unaccept¬ 
able  in  the  world  of  Web  commerce. 

Apartments.com,  a  national  online  rental-listing  service, 
lets  would-be  tenants  search  for  apartments  nationwide. 
Selecting  location,  price  range  and  criteria  such  as  the  num¬ 
ber  of  bedrooms  or  bathrooms,  users  can  compile  a  list  of 
available  housing  in  a  particular  city,  virtually  tour  proper¬ 
ties,  e-mail  landlords,  generate  site  maps  and  link  to  other 
moving  and  housing  resources.  Great  idea.  Certainly,  demand 
is  there.  But  the  site  could  better  serve  its  customers  by  mak¬ 
ing  a  few  design  tweaks.  It  could  eliminate  or  make  optional 


rwan 


an  imperative  of  doing  business  on 


a  less  stylish  but  even  smarter  approach  with  a  virtual  City 
Hall.  Citizens  can  pay  parking  tickets,  apply  for  permits  and 
get  free  copies  of  zoning  maps  that  previously  cost  $1  per 
page  for  a  hard  copy.  Businesses  can  buy  “premium  services,” 
such  as  direct  online  access  to  court  records  for  simplifying 
employee  criminal-background  checks.  Meanwhile,  Kansas 
City  Power  &  Light  Co.  makes  life  easier  for  its  gas,  electric 
and  sewer  customers  by  not  only  providing  personalized 
account  information  but  letting  them  pay  their  bills  online 
(see  “Power  Play,”  Page  22). 

Then  there’s  the  Swedish  Post  Office,  offering  such  efficient, 
high-quality  service  over  the  Web  that  it’s  easy  to  forget  you’re 
dealing  with  a  government  agency.  Postal  customers  can 
check  rates,  buy  stamps,  fill  out  change-of-address  forms,  pay 


exterior  building  shots  that  offer  little  value  while  taking  lots 
of  time  to  load,  for  example,  and  use  text  instead  of  a  string 
of  tough -to-decode  icons  to  describe  amenities  such  as  “hard¬ 
wood  floors”  and  “doorman  on  premises.” 

But  those  flaws — like  those  of  many  other  entrants,  win¬ 
ners  and  losers — remind  us  that  Web  business  flourishes 
because  people  take  risks  trying  to  make  their  ideas  fly.  Some 
never  get  off  the  ground.  Some  crash  and  burn.  Overall,  we 
think  these  50  Internet  businesses  have  hit  high  altitude.  We 
invite  you  to  join  us  in  watching  their  progress  as  they  reach 
cruising  speed.  HEJ 

Managing  Editor  Anne  Stuart  can  be  reached  via  e-mail  at 
astuart@cio.com. 
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Threatened  by 
competition 
in  a  newly 
deregulated 
business,  Kansas  City  Power  & 
Light  is  using  the  Web  to  win 
friends  and  influence  enemies 
By  Art  Jahnke 


Web  Administrator  Jeanie  Jermyn 
has  seen  Kansas  City  Power  & 
light's  online  initiative  expand 
from  modest  beginnings  into  a 
vehicle  for  offering  customers 
value-added  services. 


built  a  Web  site  (www.kcpl.com)  that  lets  more 
than  400,000  customers  check  their  own  power 
usage,  pay  their  bills,  learn  how  to  keep  electric 
costs  down  and  much  more. 

“Deregulation  is  imminent,”  he  says.  “We  have 
competitors  with  offices  in  our  city,  and  they  are 
preparing  to  take  our  customers.  We  believe  the 
Net  is  going  to  be  a  very  positive  force  in  expand¬ 
ing  our  products  and  services.” 

It’s  still  far  too  soon  to  tell  if  KCPL’s  Web  initia¬ 
tive  will  help  the  century-old  utility  hang  on  to  cus¬ 
tomers,  but  it’s  not  too  soon  to  admire  the  effort 
behind  the  CIO  Web  Business  50/50  award¬ 
winning  Web  site. 

For  Morgan  and  KCPL  Web  Administrator 
Jeanie  Jermyn,  the  cyberpush  began  two  years  ago, 


Internet  Profile  .  1 

When  Douglas  Morgan,  vice  president  of 
information  technologies  at  Kansas  City 
Power  &  Light  (KCPL),  wants  to  see  the 
future  of  companies  like  his,  he  looks 
west.  And  what  he  sees  is  a  blood  bath. 

“In  California,  the  power  companies 

are  losing  customers  very  rapidly,”  he 

reports.  “There  are  a  hundred  competitors  vying 
for  industrial  and  commercial  customers.  They  are 
just  cherry-picking  the  best  customers.” 

Morgan  knows  that  it  won’t  be  long  before  his 
customers  are  promised  more  and  better  services 
by  newcomers  to  the  power  business.  So  in  an  effort 
to  demonstrate  that  Kansas  City  Power  &  Light 
truly  is  the  customer’s  best  friend,  the  utility  has 
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after  KCPL  noticed  that  competing  utilities  were 
using  Web  sites  to  post  “news”  about  a  rumored 
merger  of  KCPL  and  another  company.  In  response, 
KCPL  rushed  online.  For  Morgan  and  Jermyn,  it 
wasn’t  simply  a  matter  of  being  outgunned  in 
cyberspace;  the  competitors  had  tossed  down  the 
gauntlets  of  wide  open  warfare  in  a  newly  deregu¬ 
lated  business. 

What  happened  to  the  telephone  companies  is 
now  happening  to  utilities.  Like  the  phone  compa¬ 
nies,  power  companies  have  held  virtual  monopo¬ 
lies  on  the  sale  of  electricity  in  most  metropolitan 
areas.  Because  they  built  the  generators  and  installed 
the  lines  that  delivered  the  power,  the  allegedly  pub¬ 
lic  utility  companies  became  the  sole  source  of  power 
for  everyone,  business  and  resident  included.  Now, 
however,  the  federal  government  has  decreed  that 
utilities  will  be  required  to  lease  their  power  lines  to 
other  providers,  the  same  way  the  once-monopolis- 
tic  telephone  companies  are  required  to  lease  their 
lines  to  competing  telephone  service  providers. 

“In  the  deregulated  environment,”  says  Morgan, 
“there  will  be  brokers  and  aggregators  of  all  kinds. 
They  will  be  calling  you  up  at  dinnertime  just  like 
the  telephone  companies  do  now  and  telling  you 
that  they’ve  got  a  better  deal  for  you.” 

What  really  worries  Morgan  and  executives  at 


KCPL  is  the  likelihood  that  the  new  power  brokers  really  will 
have  a  better  deal,  so  KCPL  is  doing  everything  it  can  to  get  on 
good  terms  with  the  residential,  commercial  and  industrial  con¬ 
sumers  who  have  been  captive  customers  for  the  past  100  years. 
And  while  Morgan  understands  the  advantage  of  KCPL’s  current 
ownership  of  the  market,  he  also  understands  the  resentment  of 
customers  who  have  had  no  option  to  choose  other  electricity 
providers. 

“The  electric  utilities  have  deprived  all  customers  of  choice  for 
100  years,”  says  Morgan.  Consequently,  he  says,  more  than  a  few 
may  be  inclined  to  change  providers  as  soon  as  the  state  makes 
deregulation  official  simply  because  they  can. 

That  sentiment  and  the  consequences  of  deregulation  that 
Morgan  sees  in  California  were  all  that  was  needed  to  persuade 
KCPL  executives  to  invest  in  the  Web  site. 

“The  executives  of  this  company  are  very  advanced  in  how 
they  look  at  the  issue  of  retaining  the  customer,”  says  Morgan. 
“They  understand  what  is  happening.” 

What  no  one  at  KCPL  did  understand,  however,  was  the  dif¬ 
ference  between  publishing  in  hard  copy  and  publishing  online. 
The  site’s  first  iteration,  says  Jermyn,  was  less  than  sterling. 

“We  were  in  such  a  hurry  to  get  something  together  that  we 
did  a  few  things  wrong,”  recalls  Jermyn.  “What  we  did  in  the 
beginning  is  just  take  brochures  that  we  already  had  and  put  them 
on  the  site.  Then  we  made  another  place  for  press  releases.” 

Today  Jermyn  understands  that  many  brochures  are  far  too 
lengthy  to  read  online.  “They  are  a  little  too  wordy,”  she  says. 
“We  are  trying  to  get  away  from  that  now.” 

Another  design  error  that  Jermyn  is  now  correcting  was  the 
placement  of  more  than  40  links  down  the  left-hand  side  of  the 
site’s  home  page.  “We  are  trying  to  reduce  the  number,”  says 
Jermyn.  “It’s  way  too  confusing.  We  are  right  in  the  middle  of  a 
site  redesign.” 

Jermyn  and  others  at  KCPL  have  learned  a  great  deal  about 
what  works  online  and  what  doesn’t.  Since  the  launch  of  their 
hastily  assembled  site,  Glen  Lewis,  manager  of  network  services 
at  KCPL,  Morgan  and  Ray  Pasley,  KCPL’s  supervisor  of  Internet 
services,  have  spent  months  talking  to  customers,  trying  to  learn 
what  kind  of  value-added  services  might  be  made  available  via 
the  Web.  What  began  as  a  relatively  modest  effort  to  get  some¬ 
thing  up  online — and  perhaps  sell  some  additional  products  and 
services — expanded  as  Jermyn  learned  what  customers  wanted. 

“They  were  definitely  driving  a  lot  of  the  development  toward 
being  able  to  pay  their  bills  online,”  says  Pasley.  “Another  thing 
that  came  out  of  those  discussions  was  their  awareness  of  what 
deregulation  meant.  They  were  looking  to  us  to  provide  infor¬ 
mation  to  help  them  decide  what  to  do.” 

Jermyn  realized  that  when  it  came  to  giving  customers  imme¬ 
diate  feedback  on  their  use  of  electric  power,  KCPL  had  an  advan¬ 
tage  over  virtually  all  other  power  companies.  In  1994  the  com¬ 
pany  had  invested  heavily  in  the  installation  of  a  wireless 
automatic  meter-reading  system  that  gave  utility  employees  sit¬ 
ting  in  front  of  computers  at  corporate  headquarters  immediate 
access  to  meter  readings  for  more  than  400,000  businesses  and 
homes.  Unlike  most  automatic  meter-reading  systems,  which 
check  power  usage  only  once  a  month,  KCPL’s  system  could  check 
any  meter  anytime.  By  hooking  that  data  into  the  Web  site,  Jeanie 
Jermyn  realized,  the  utility  could  give  customers  with  Internet 
access  the  ability  to  monitor  their  power  usage,  minute  by  minute, 
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1-800-FL0WERS 

www.1800flowers.com 

This  site's  sole  mission  is 
selling  flowers  online.  And 
that  it  does,  generating  $10 
million  in  revenues  in  1997. 
Sales  should  double  in  1998, 
partly  due  to  increased  in¬ 
ternational  business. 
Web-related  cost 
savings  let  the 
company 
offer 
a  $3 

discount  to 
customers  who 
order  online 
rather  than 
by  telephone. 
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ABB  tflODai 

Inc. 

www.absglobal.com 

The  Web  site  for  this  bovine 
genetics  company  and  its 
biotech  subsidiary,  Infigen, 
offers  page  after  page  of 
cattle-industry  information, 
including  breeding  data, 
sales  and  job 
updates,  and 
scientific 
news.  Sales 
increased  18 
percent 

during  the  site's 
first  year;  the 
company  also  saved 
$144,000  by  using  a 
virtual  private  network 
rather  than  a  WAN. 
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any  time  of  the  day  or  night.  That  application,  called 
AccountLink,  has  been  phased  in  to  residential  and  commercial 
customers  over  the  past  year. 

“In  the  summer  out  here  it  can  get  pretty  hot,”  says  Morgan. 
“When  we  put  that  information  online  our  customers  started 
looking  at  consumption  every  day  and  started  planning  how  to 
make  things  more  efficient.  We  have  customers  who  watch  that 
pretty  diligently. 

“In  the  old  days,”  says  Morgan,  “when  the  customer  would 
call  in  and  say,  ‘I  could  not  have  used  that  much  power,’  it  would 
take  the  customer  representative  a  long  time  to  come  up  with  that 
[usage]  information.  Now  they  can  just  call  it  up.  We  have  400,000 
meters  hooked  into  the  system  and  we  can  read  them  as  frequently 
as  every  five  minutes.  As  far  as  we  know,  we  are  the  only  utility 
that  offers  customers  daily  summaries  of  their  energy  use.” 

Jack  Besco,  owner  of  Besco  Computers,  a  small  business  in 
Shawnee,  Kan.,  is  one  of  those  customers  who  use  AccountLink  to 
check  power  usage.  “I  like  to  check  it  and  compare  it  to  last  year,” 
says  Besco,  who  keeps  track  of  his  usage  both  at  work  and  at  home. 

“At  home  I  can  actually  watch  it  peaking  on  weekends,  when 
I’m  working  in  my  wood  shop.  It’s  presented  in  a  bar  chart  so  it 
gives  you  a  real  good  comparison.” 

And  while  Besco  admits  that  knowing 
how  much  power  he  uses  hasn’t  changed  his 
habits,  he  says  it  may  someday  come  to 
that.  What  AccountLink  has  Changed,  how- 
ever,  largely  because  of  the  application  that 
lets  him  pay  bills  online  after  registering,  is 
Besco’s  opinion  of  KCPL. 

“The  thing  I  really  like,”  says  Besco,  “is 
being  able  to  just  dial  up  and  look  at  my  bal¬ 
ance  and  pay  my  bill.  I  don’t  have  to  get  out 
my  checkbook,  write  a  check,  put  it  in  an 
envelope,  put  a  stamp  on  it  and  send  it  along 
so  it  will  be  there  in  two  days.  I  love  that.  I 
think  in  five  years  we’re  going  to  be  paying 
all  of  our  bills  like  that.  What’s  neat  about 
this  is  that  a  lot  of  utilities  are  kind  of  back¬ 
ward  in  a  lot  of  ways,  so  it’s  nice  to  see  one 
that  is  jumping  out  in  front  of  everybody.” 

Soon,  says  Morgan,  KCPL  hopes  to 
jump  even  farther  by  using  an  extranet  to 
deliver  detailed  reports  of  power  use  to  commercial  customers. 
“We  have  customers  like  municipalities  with  many  different  users 
or  like  Wal-Mart  Stores  with  many  facilities,  and  they  want  a 
detailed  accounting  of  power  use  at  all  facilities,”  says  Morgan. 
“We  are  putting  that  online  so  they  will  be  able  to  drill  down  and 
look  at  each  facility  separately  instead  of  a  total  account.” 

“With  that  system,”  says  Pasley,  “if  you  are  a  municipality  you 
can  look  at  all  of  the  different  schools.  Another  big  budget  item 
in  every  municipality  is  street  lights  and  traffic  lights.  We  are  going 
to  provide  a  service  that  will  be  very  attractive  to  them.  We  are 
positioning  ourselves  to  retain  those  kinds  of  customers.  Those 
are  the  customers  that  are  being  picked  off,  and  we  want  to  be  in 
a  position  with  value-added  services,  so  we  do  more  than  provide 
electricity  and  send  you  a  bill  once  a  month.” 

When  there’s  a  problem  or  a  disruption  in  service,  KCPL  also 
turns  to  the  Web.  The  automated  meter-reading  system  can  tell 
KCPL  repair  units  if  a  problem  is  in  the  customer’s  house  or  in 
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American 
Association  of 
Individual  Investors 
www.aaii.com 

The  association's  members 
have  access  to  a  wealth  of 
personal  investment  infor¬ 
mation  on  this  site,  includ¬ 
ing  seven  years'  worth  of 
archived  articles  from  the 
association's  publications. 

By  providing  visitors  with 
attractive  free  tidbits  of 
information,  the  site  ulti¬ 
mately  produces  more 
members  than  AAII  s  forum 
on  America  Online. 


The  consequences 

of  deregulation 
were  all  that  was 
needed  to  persuade 
power  company 

*  V- 

executives  to  invest 
in  the  Web  site. 


American  Farm 
Bureau  Federation 

The  Voice  of  Agriculture 

www.fb.com 

The  Voice  of  Agriculture  pro¬ 
vides  farmers,  ranchers,  gov¬ 
ernment  and  journalists  with 
a  rich,  reliable  source  of  in¬ 
formation  on  agricultural  is¬ 
sues  and  Farm  Bureau  activi¬ 
ties.  Rural  users  with  slow 
Internet  connections  partic¬ 
ularly  appreciate  the  site's 
streamlined  design,  which 
minimizes  download  time. 

Amnesty 

International 

rights.amnesty.org 

Marking  the  50th  anniver¬ 
sary  of  the  Universal 
Declaration  of  Fluman 
Rights,  the  site  allows 
visitors  to  sign  the  docu¬ 
ment  virtually  or  to  learn 
how  they  can  protest  indi¬ 
vidual  cases  of  persecution. 
Amnesty  says  such  efforts 
create  an  international 
community  supporting  its 
human  rights  work  while 
saving  substantially  on 
printing  and  mailing  costs. 
Currently  in  English,  the  site 
will  add  French  and 
Spanish  soon. 


the  wires  leading  to  the  house.  Each  meter  is 
equipped  with  a  “last  gasp”  alarm,  which  alerts 
customer  representatives  when  the  flow  of  power 
stops.  The  wireless  system,  Morgan  says,  saves  the 
company  about  105,000  field  service  trips  a  year. 
In  addition,  during  power  outages,  the  wireless  sys¬ 
tem  can  immediately  capture  and  analyze  the  last 
gasp  pattern,  and  help  pinpoint  the  source  of  a 
problem. 

KCPL  is  talking  about  posting  street  maps,  which 
will  show  where  power  outages  have  occurred.  The 
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company  plans  to  make  this  outage  information  available  to  police 
and  fire  departments  via  their  Web  sites  or  an  extranet. 

“We  can  put  a  service  map  [online]  showing  the  problem  on  the 
map,”  says  Pasley.  “It  can  be  an  actual  map  showing  real-time  prob¬ 
lems,  made  accessible  via  password.  This  is  exciting  stuff.” 

The  KCPL  site  also  posts  information  that  is  helpful  to  those  cus¬ 
tomers  who  have  used  the  site  to  discover  that  their  energy  use  is 
higher  than  it  could  be.  There  are  formulas  to  figure  out  the  average 
cost  per  hour  needed  to  operate  appliances  and  dozens  of  sugges¬ 
tions  for  saving  energy.  Want  to  save  a  few  bucks  on  your  bill?  The 
site  suggests  that  you  open  south,  east  and  west  curtains  in  the  win¬ 
ter  for  auxiliary  solar  heat.  Or  in  the  summer  do  cooking,  laundry 
and  other  heat-producing  chores  in  the  cooler  hours  of  the  morning 
or  evening. 

The  site  also  posts  some  marketing  and  sales  information  that  had 
previously  been  available  only  in  hard  copy.  There  is  a  section  for 
information  of  special  interest  to  senior  citizens  and  special  needs  cus¬ 
tomers,  and  there  are  explanations  about  the  cold  weather  program, 
which  helps  protect  customers  from  electric  power  termination  dur¬ 
ing  the  winter  months.  There  is  safety  information,  advertised  with  a 
warning:  “Don’t  fly  a  kite  before  checking  out  the  site.”  And  there  are 
many  pages  describing  KCPL’s  environmental  efforts,  including  efforts 
it  is  only  thinking  about  making — such  as  restoring  the  native  fauna 
to  the  prairie  land  surrounding  its  power  plants — and  links  to  the 
local  Audubon  Society  and  the  Missouri  Prairie  Foundation.  In  the 
minority  vendor  pages,  customers  can  search  a  directory  of  minority- 
owned  businesses,  and  like  most  corporate  Web  sites,  the  KCPL  site 
posts  investment  information,  annual  reports  and  job  listings,  invit¬ 
ing  candidates  to  submit  resumes  online. 

These  days,  the  site’s  content  is  maintained  almost  en¬ 
tirely  by  Jermyn  and  two  programmers  who  work  as 
needed  on  back-end  and  database  programming.  Site  design, 
including  the  current  redesign,  is  outsourced  to  private  con¬ 
tractors.  According  to  Pasley,  building  an  infrastructure  and 
setting  up  the  systems  were  relatively  easy  to  accomplish.  “The  most 
difficult  task  for  a  company  with  the  glamour  of  an  electric  utility  is 
drawing  people  to  the  site.” 

Jermyn  is  reluctant  to  describe  the  KCPL  site  as  an  unmitigated 
success,  and  she  is  disappointed  that  relatively  few  users  visit  those 
pages  that  sell  products  like  surge  protectors.  Still,  she  is  pleased  with 
the  16,000  page  impressions  each  month,  and  she  receives  many  e- 
mails  with  favorable  remarks  from  customers. 

So  far,  the  KCPL  site  has  signed  up  more  than  1,800  residential 
users  and  800  commercial  users  for  AccountLink,  which  allows  cus¬ 
tomers  to  check  their  power  usage  online.  Many  other  customers 
now  pay  bills  online.  While  those  numbers  are  unimpressive — Jermyn 
knows  that  about  20  percent  of  roughly  400,000  customers  have 
Internet  access — they  represent  early  adopters  who  came  to  the  Web 
site  before  the  utility’s  marketing  push.  Jermyn  hopes  that  the  mar¬ 
keting  effort,  which  begins  this  summer  and  will  include  information 
about  the  site  in  monthly  bills,  will  boost  the  number  of  users. 

She  also  knows  that  it  will  mark  the  beginning  of  the  site’s  ulti¬ 
mate  trial,  one  that  over  the  next  few  years  will  confront  every  util¬ 
ity  company  in  America:  Turn  captive  customers  into  loyal 
customers. 

Senior  Editor  Art  Jahnke  can  be  reached  at  ajahnke@cio.com. 
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Apartments.com 

www.apartments.com 

Formerly  known  as  apart- 
mentsplus.com,  this  site  is 
becoming  a  major  player  in 
the  emerging  rental  and  re¬ 
location  industry.  Visitors 
search  a  national  database 
of  apartments,  virtually  tour 
properties,  e-mail  landlords 
and  generate  site  maps. 

Then  they  can  visit  the  site's 
Moving  Center,  which  links 
to  moving  companies,  truck 
rental  agencies  and  local 
school  information. 


APL  Ltd.  Web  Site 
www.apl.com 

This  container-transporta¬ 
tion  company's  Web  site  is 
the  envy  of  its  industry, 
letting  customers  track  ship¬ 
ments  from  order  through 
delivery.  Every  month,  users 
trace  more  than  7,500  ship¬ 
ments  through  the  Web, 
saving  at  least  that  many 
customer  service  phone 
calls.  The  site  also  cuts 
marketing  costs  while  gener¬ 
ating  new  business. 


Atlanta  Press  Club 
Mayoral  Debate 
Web  Site 

www.atlpressclub.org 

This  site  made  history  by  en¬ 
abling  Georgia's  first  online 
political  debate.  Voters  e- 
mailed  questions  for  candi¬ 
dates  and  then  heard  their 
responses  via  RealAudio. 
Those  who  missed  the  live 
action  could  read  transcripts 
online  the  same  night. 
Organizers  plan  to  repeat  the 
event  for  upcoming  guberna¬ 
torial  and  Senate  races. 

Best  Doctors 
Worldwide 
Healthcare  Services 
www.bestdoctors.com 

According  to  its  testimoni¬ 
als,  this  medical-information 
site  changes — or  maybe 
even  saves — lives.  Services 
range  from  an  online  book¬ 
store  to  a  much  costlier  cus¬ 
tomized  referral  service  to  a 
directory  of  28,000  doctors; 
the  site  boasts  1,000  e-com¬ 
merce  transactions  totaling 
$50,000  in  sales  in  one 
month. 

Camping  World 
Inc. 

www.campingworld.com 

This  site  makes  money,  not 
hype.  Camping  World  caters 
to  an  audience  of  senior  citi¬ 
zens  who  roam  the  country 
in  recreational  vehicles.  The 
site,  which  broke  even  in 
eight  months,  is  projected  to 
generate  at  least  $600,000 
from  sales  of  RV  equipment, 
supplies  and  services  this 
year. 
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It’s  Tuesday  morning.  The  Asian  market 
lost  20%  of  its  value  overnight.  The  US 
market  opens  in  10  minutes.  You’ve  just 
deployed  your  on-line  trading  system. 

Are  you  ready? 

Go  ahead,  play  God. 

With  LiveQuality  E-Business  Testing  from 
Segue  Software,  you’re  ready  for  disasters 
of  biblical  proportions.  LiveQuality  gives 
you  the  power  to  play  God  by  creating 
real-world  scenarios  before  you  run  into 
real-world  disasters.  Don’t  deploy  your 
e-business  solution  without  understanding 
the  effects  of  hundreds  and  thousands  of 

simultaneous 
users,  rapid 
system  and 

content  change,  and  your 
application’s  ability  to  traverse  across 
multiple  platforms  and  technologies. 

Use  LiveQuality  to  safeguard  your 
business-critical  application  against 
catastrophic  real-world  events  before 
they  happen.  No  other  software  testing 
solution  can  make  this  claim. 

For  more  information  about  LiveQuality, 
please  call  1-800-287-1329,  or  visit  our 
Web  site  at  www.segue.com. 

LiveQuality 

From  Segue  Software 

The  E'Business  Testing  Company™ 
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Web  Wonders:  Buy  and  sell  with  confidence.  Offer 
classes.  Host  debates.  Whatever  the  business  activity, 
this  year’s  50  Internet  champions  do  it  just  as  well 
online.  Sometimes  even  better.  Here’s  the  list  of 
winners,  along  with  snapshots  of  a  few  particularly 
innovative  sites. 


Internet  Profile  .2 

Overcoming  Fear  of  Buying 

Internet  commerce  sites  try  to  quell  consumers’  fear  of  spending  money 
online  by  touting  their  firewall  and  encryption  technologies  as  well  as 
the  trustworthiness  of  their  brand  names.  But  if  you’re  a  consumer 
searching  the  online  classifieds  for  bargains  or  negotiating  to  sell  your 
baseball-card  collection  to  a  distant  stranger,  you  have  to  take  it  on 
faith  that  your  fellow  humans  won’t  rip  you  off.  Or  you  could  turn  to 
i-Escrow  Inc.  ( www.iescrow.com ),  an  insured  and  bonded  San 
Mateo,  Calif.-based  company  that  positions  itself  as  an  impartial,  third- 
party  intermediary. 

Founded  in  1997,  i-Escrow  serves  as  an  electronic  middleman 
between  individuals  buying  and  selling  over  the  Internet.  “There’s  a 
level  of  trust  between  merchants  and  consumers  and  among  businesses 
when  it  comes  to  e-commerce  initiatives,”  says  Ed  Chavez,  i-Escrow’s 
marketing  manager.  “But  between  individuals,  e-commerce  is  like  a 
standoff;  the  seller  doesn’t  want  to  ship  first  and  the  buyer  doesn’t  want 
to  pay  first.”  That’s  where  i-Escrow  comes  in. 

After  a  buyer  and  seller  have  made  a  connection  and  negotiated  the 
terms  of  their  deal — price,  shipping  arrangements  and  the  buyer’s  mer¬ 
chandise-inspection  period — the  seller  goes  to  i-Escrow’s  Web  site. 
There,  he  or  she  provides  contact  information,  details  of  the  deal  and 
the  buyer’s  e-mail  address.  Next,  i-Escrow  issues  the  seller  a  transac- 
tion-ID  number.  The  seller  establishes  a  password  that  provides  access 
to  a  dynamically  updated  page  that  tracks  the  deal’s  status,  and  i- 
Escrow’s  content-driven  database  automatically  updates  the  page  step 
by  step  as  the  deal  progresses.  Then  i-Escrow  contacts  the  buyer  by  e- 
mail,  providing  the  transaction-ID  number  and  instructing  the  buyer, 
like  the  seller,  to  create  a  password  to  the  transaction  update  page. 

Using  a  credit  card,  cashier’s  check  or  money  order,  the  buyer  pays 
i-Escrow  for  the  merchandise.  That  payment  includes  i-Escrow’s  non- 
refundable  service  fee  of  $5  or  5  percent  of  the  merchandise  price, 
whichever  is  greater.  When  i-Escrow  receives  payment,  the  seller  gets 
the  nod  to  ship  the  merchandise  to  the  buyer,  who,  within  the  agreed- 
upon  inspection  period  (typically  two  days),  checks  the  merchandise 
and  either  accepts  or  returns  it  to  the  seller.  Finally,  when  the  buyer 
accepts  shipment,  i-Escrow  sends  the  seller  a  check. 

Chavez  won’t  comment  on  the  profitability  of  the  privately 
funded  company.  But  he  says  that  since  August  1997,  i-Escrow  has 
served  thousands  of  customers  and  has  established  business  rela¬ 
tionships  with  online  auction  services  including  ONSALE 
Exchange  ( www.onsale.com/exchange.htm ),  City  Auction 
( www.cityauction.com ),  Haggle  Online  ( www.haggle.com )  and 
eBay  Inc.  {www.ebay.com) . 


winner 


Chicago  Board  of 
Trade 

www.cbot.com 

The  Chicago  Board  of  Trade's 
Web  site  goes  a  long  way  to¬ 
ward  demystifying  how  com¬ 
modity  and  option  trading 
works.  Neophytes  can  get  a 
virtual  tour  of  the  agricul¬ 
tural  trading  floor  via  a 
Quicktime  virtual  reality 
movie.  For  trading  pros,  the 
site  offers  a  "Players'  Sheet," 
which  provides  daily  updates 
of  who's  buying  and  selling 
in  the  pits. 


REPEAT  WIMNER 


Cisco  Systems  Inc. 

Cisco  Connection  Online 
www.cisco.com 

This  high-tech  manufactur¬ 
er's  site  continues  to  set 
customer  self-service  stand¬ 
ards  through  online  order 
processing,  product  and 
event  registration,  and  tech¬ 
nical  support.  CCO  receives 
52  percent  of  Cisco's  total 
orders,  averaging  $10  mil¬ 
lion  a  day  in  electronic  com¬ 
merce  and  saving  $250  mil¬ 
lion  annually  on  customer 
service,  tech  support,  soft¬ 
ware  delivery  and  paper 
costs. 

City  of  Colorado 
Springs  Online 

www.colorado-springs. 

com 

With  its  clean,  elegant, 
easy-to-navigate  design, 
this  city-run  site  provides 
loads  of  phone  numbers, 
maps  and  other  information 
for  both  residents  and 
tourists.  One  noteworthy 
feature  is  local  flight  infor¬ 
mation,  updated  every  60 
seconds.  City  officials  say 
the  site  has  cut  clerical  time 
spent  responding  to  informa¬ 
tion  requests. 


City  of 
Indianapolis 

Indy Gov 
www.indygov.org 

Pay  parking  tickets  online. 
Report  abandoned  cars.  Be 
virtual  mayor.  Access  court 
records.  This  site  reaches  out 
to  residents  and  makes  life 
easier.  Why  fight  City  Hall 
when  it's  so  friendly  and  ac¬ 
cessible? 

Communications 
Data  Services  Inc. 
commerce. 
cdsfulfillment.com 

CDS  acts  as  sort  of  an  admin¬ 
istrative  assistant  for  the 
117  magazine  publishers  it 
counts  as  clients.  Its  sub¬ 
scription  transaction  pro¬ 
cessing  cuts  paper  and 
postage  costs;  online  cus¬ 
tomer  service  saves  30  cents 
on  average  on  every  inquiry 
handled  over  the  Web  rather 
than  by  telephone. 

Community  Drug 
www.communitydrug. 
com 

This  site  allowed  an  80-year- 
old  drugstore  in  Pittsburgh 
to  globalize  overnight. 
Customers  can  refill  prescrip¬ 
tions  from  other  pharmacies 
or  request  price  quotes  by  e- 
mail.  Sales  average  $15,000 
monthly;  the  company  also 
saves  on  order  processing 
costs. 

CSC:  The  U.S. 
Corporation  Co. 
www.1ncspot.com 

IncSpot,  which  lets  users  re¬ 
trieve  and  file  tax,  legal  and 
business  documents  in  all  50 
states  and  Washington,  D.C., 
replaced  a  software  product 
offering  the  same  services. 

In  its  first  14  months, 
IncSpot  registered  300  per¬ 
cent  more  customers  than 
did  its  software  predecessor. 
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Would  you  like  to  make  your  main¬ 
frame  data  and  applications  accessible 
enterprise-wide?  Using  your  existing 
machines,  staff  and  expertise?  All  while 
reducing  your  mainframe  resource 
costs? 

With  RP/Web,  this  isn’t  a  dream. 

RP/Web  can  extend  your  applications 
to  the  Intranet,  provide  a  better  user 
interface,  wider  accessibility,  eliminate 
the  need  for  3270s,  and  deliver  these 
results  with  minimal  cost.  Plus  it  will  let 
you  retain  your  mainframe  dependability, 
performance,  security,  and  scalability. 

No  other  mainframe-to-Web  solution 
gives  you  a  better  blend  of  simplicity, 
power,  and  versatility.  Whichever  is  your 
objective,  RP/Web  is  the  shortest  path  to 
success.  Let  us  show  you  how. 

Call  us  at  1 -800-97-AONIX  or 
visit  us  at  www.aonix.com/ 1 007i. 

Aomx 


Eventually,  i-Escrow  might  strike  partnerships  with  online  news¬ 
papers.  But  for  that  to  happen,  online  classifieds  have  to  do  a  better 
job  of  supporting  e-commerce.  Right  now,  Chavez  says,  most  ads  don’t 
include  e-mail  addresses.  -Megan  Santosus 


Internet  Profile  .3 

Internet  Class  Act 

No  more  classrooms,  no  more  books,  no  more  teachers’  dirty  looks — 
at  least  not  as  far  as  DigitalThink  Inc.  is  concerned.  The  2-year- 
old  startup  offers  Web-based  technology  training  to  corporate  IS 
employees  and  end  users.  Instead  of  having  to  trudge  off  to  stuffy 
classrooms,  employees  who  register  for  special  training  use  a 
browser  to  travel  to  DigitalThink’s  Web  site  ( www.digitalthink . 
com).  Sitting  at  their  own  computers,  they  can  tackle  a  C++  or  Java 
course  prepared  by  a  leading  high-tech  book  author,  says  Steve  Zahm, 


Digital  Equipment 
Corp. 
www.digital.com 

In  1993,  Digital  was  among 
the  first  businesses  to  ven¬ 
ture  onto  the  Web.  Since 
then,  the  site,  which  has 
grown  to  60,000  pages,  has 
generated  about  $2  billion 
in  sales  and  saved  millions 
more  on  printing,  faxing,  ad¬ 
vertising,  telephone,  cus¬ 
tomer  service  and  software- 
distribution  costs. 


DL3  direct  Inc. 
www.dljdirect.com 

More  than  just  a  stock  quote 
site,  DLJdirect  offers  com¬ 
prehensive  information  and 
utilities,  including  propri¬ 
etary  interactive  investing 
tools  such  as  FundScan  and 
StockScan  database  search 
tools.  DL3 direct  is  the  only 
online  broker  offering  in¬ 
vestors  the  opportunity  to 
interactively  participate  in 
new  stock  offerings  online. 


Cofounders  Umberto  : 
Milletti,  Pete  Goettner 
and  Steve  Zahm  of 
DigitalThink  aim  to  offer 
Web-based  training  with 
a  human  touch. 


Education 
News  and 
Entertainment 
Network 
www.enen.com 
NetSeminar,  the  network's 
flagship  service,  allows  com¬ 
panies  to  broadcast  live  in¬ 
teractive  multimedia  presen¬ 
tations  over  the  Internet  by 
incorporating  video,  audio 
and  chat  interactivity  be¬ 
tween  speakers  and  partici¬ 
pants.  Entry-level 
NetSeminar  presentations 
and  services,  which  can 
reach  thousands  of  people 
worldwide,  start  as  low  as 
$6,000— a  bargain  compared 
with  the  cost  of  bringing 
those  far-flung  folks  to¬ 
gether  in  person. 

Florida 
Government 
Services  Direct 


director  of  marketing  at  the  San  Francisco-based  company. 

But  DigitalThink’s  online  training — unlike  traditional  CD-ROM 
instruction — does  provide  students  with  human  support,  he  says.  The 
company’s  55  employees  include  tutors  who  grade  programming 
assignments.  Students  can  tune  in  to  a  scheduled  online  session  with 
an  instructor,  use  instant  messaging  to  attend  a  tutor’s  “office  hour” 
and  post  discussion  group  messages.  And  for  up  to  6  months  after  they 
finish  their  courses,  students  who  e-mail  homework  questions  to  tutors 
can  expect  answers  within  24  hours.  “We’ve  kind  of  put  the  human 
element  back  into  self-paced  training,”  Zahm  says. 

Students  whose  employers  don’t  open  corporate  accounts  can  reg¬ 
ister  for  courses  by  phone,  fax  or  via  DigitalThink’s  Web  site.  Its  snap¬ 
py  user  interface  maintains  the  classroom  theme,  and  each  student  gets 
a  password  to  a  private  online  “locker,”  which  leads  to  the  courses  and 
classmates. 


DigitalThink  Inc.  www.state.fl.us/owa_gsd 

/owa/main.homepage 


DigitalThink  Web-Based 
Training 

www.digitalthink.com 

What  better  place  to  learn 
Java  programming,  Web 
technologies  or  Internet  lit¬ 
eracy  than  on  a  Web  site? 
Since  January  1997, 
DigitalThink's  site  has  of¬ 
fered  training  on  these  and 
other  topics  to  more  than 
20,000  learners  worldwide. 


This  knowledge  gold  mine 
offers  an  almost  unimagin¬ 
able  range  of  resources  for 
Florida  residents  and  local 
governments.  Users  in  both 
networks  find  information 
and  opportunities  faster 
than  ever,  allowing  them  to 
share  resources,,  eliminate 
duplication  and  explore  new 
partnerships. 
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Choosing  someone 
other  than 

Computer  Associates 
or  Tivoli  is  not 


as  scary  as  you  think 


www.osmcorp.com 


Our  competitors  would  have  you  believe  that  choosing  a  smaller 
company  like  OSM  to  provide  a  management  solution  for  your 
open  systems  could  be  the  riskiest  thing  you’ll  ever  do.  But  more 
than  a  thousand  organizations  over  the  last  ten  years  have 
ignored  their  advice  and  more  do  so  every  month. 

Our  clients  such  as  Oracle  Corp.,  KLM,  Ericsson  and 
Volkswagen  are  some  of  the  world’s  finest.  They  came  to  us  for 
the  products  and  expertise  in  the  management  of  UNIX®  and 
Windows  NT®  systems  that  they  couldn’t  find  among  the  big 
names.  And  they  stayed  for  the  innovative  approach,  proactive 
support  and  responsive  service  that  OSM  is  renowned  for. 

Putting  your  open  systems  in  the  hands  of  the  big  guys  can 
seem  like  the  safe  way  to  go,  but  if  you’re  looking  for  a  more 
flexible  solution,  a  full  implementation  service  and  a  quicker 
return  on  investment,  then  take  a  look  at  the  company  who 
specializes  in  systems  management  for  UNIX  and  Windows  NT. 

So  if  you’d  rather  do  more  than  just  play  it  safe,  call 
(206)  583-8373  today  for  more  information.  And  find  out 
why  Computer  Associates  and  Tivoli  were  hoping  you  would 
skip  this  page. 


The  systems  management  specialists 


UNIX  is  a  registered  trademark  of  The  Open  Group  and  Windows  NT  is  a  registered  trademark  of  Microsoft  Corporation,  in  the  US  and  other  countries. 


TIBCO  software  connects  all  your  applications,  databases  and  networks.  You  become 
a  global,  real-time,  event-driven  enterprise.  (Over  500  of  the  world's  leading 

corporations  are.)  You  know  instantly  the  relevant  events  that  drive  your  business. 

■  .  .  ■  ' 

Your  business  processes  are  integrated  for  smarter,  faster  decisions.  You  reduce 

■ 

cycle  times.  You  deliver  customer  service  at  the  highest  level.  You  win. 

And  yes ,  that  is  rather  fortunate  for  your  enterprise . 


■TIBCO 

www.tibco.com 


NEW  YORK  CHICAGO  BOSTON  HOUSTON  PALO  ALTO  TORONTO  WASHINGTON  D.C.  LONDON  AMSTERDAM  COPENHAGEN 


STOCKHOLM  FRANKFURT  LUXEMBURG 


VIENNA  ZURICH  MELBOURNE  SYDNEY  HONG  KONG  SINGAPORE  TOKYO 


©  1998  TIBCO.  All  rights  reserved 


int  net 


The  average  10-  to  12-hour  course  costs  $325  per  student,  but  prices 
range  from  $125  for  end-user  training  in  Microsoft  Word  (due  this 
summer)  to  $425  for  an  advanced  Java  Beans  class,  and  volume  dis¬ 
counts  are  available.  By  year’s  end,  Zahm  says,  the  company’s  course 
catalog  will  have  doubled  to  include  over  100  classes. 

DigitalThink  has  trained  more  than  30,000  students.  Corporate 
customers  include  Merrill  Lynch  and  Johnson  &  Johnson.  Texas 
Instruments  Inc.  and  Adobe  Systems  Inc.,  whose  venture  capital  arms 
were  among  DigitalThink’s  early  investors,  are  also  customers,  as  is 
Intel  Corp.,  another  investor. 

Although  DigitalThink  has  been  developing  custom  courses  for 
company  intranets  and  Internet  sites,  off-the-shelf  courses  will  con¬ 
tinue  to  constitute  the  bulk  of  its  business.  “It’s  kind  of  like  Web- 
based  training  with  no  assembly  required,”  Zahm  says.  “I  can  roll 
out  a  course  on  NT  administration  worldwide  to  a  company  in  10 
minutes.”  -Sari  Kalin 
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Exhibit  A  Online 


Attorneys  like  props.  Prosecutors  and  defenders  alike  rely  on  such 
physical  exhibits  as  crime-scene  floor  plans  and  cutaway  car  models 
to  illustrate  testimony  or  support  their  arguments.  No  two  cases  are 
identical,  so  the  props  aren’t  either.  For  the  most  part,  they’re  custom- 
made  at  no  small  cost. 

Consequently,  lawyers,  insurance  companies  and  others  who  com¬ 
mission  exhibits  are  exceptionally  demanding  customers  with  exceed¬ 
ingly  specific  expectations.  Most  would  love  to  see  works  in  progress. 
In  the  past,  if  lawyers,  witnesses  and  designers  weren’t  in  the  same  city, 
preliminary  viewings  were  tough  to  arrange.  So  clients,  hoping  for  the 
best,  sat  tight  and  waited  expectantly  for  finished  products. 

Using  the  Web,  the  Visual  Evidence  Center  (www.visevidence.org) 
of  Caledonia,  Mich.,  has  changed  all  that.  The  exhibit  design  firm  has 
built  a  password-protected  Web  site  that  allows  its 
far-flung  clients  to  see  and  comment  on  works  in 
progress.  Not  long  ago,  for  example,  a  designer  at 
the  company’s  headquarters  near  Grand  Rapids 
arranged  a  conference  call  with  an  attorney  in  the 
Upper  Peninsula  a  few  hundred  miles  north  and  an 
expert  medical  witness  across  the  state  at  the 
University  of  Michigan  in  Ann  Arbor.  As  they  spoke, 
all  three  logged  onto  the  Web  site,  where  they  examined  and  discussed 
drafts  of  illustrations  for  a  pending  medical  case,  and  the  designer  made 
suggested  modifications  under  the  watchful  eyes  of  the  other  two. 

Until  recently,  the  12-year-old  exhibit  company  concentrated  on 
local  clientele.  “We  found  it  was  expensive  and  time-consuming  to 
reach  out  and  work  with  attorneys”  in  the  heavily  populated  Detroit 
area,  a  three-  to  four-hour  drive,  recalls  O.  Nick  Unger,  Visual  Evidence 
Center’s  CEO.  Now  even  nearby  lawyers  are  inclined  to  conduct  ex¬ 
hibit  business  entirely  online,  and  by  listing  its  Web  site  on  many  search 
engines,  Visual  Evidence  has  attracted  new  customers  from  as  far  away 
as  California. 

Overall,  business  has  increased  30  percent  since  the  center  went 
online  in  December  1996,  Unger  says.  Web  and  e-mail  use  cut  travel 
and  telephone  expenses  and,  in  some  cases,  shipping  costs.  To  accom¬ 
modate  a  North  Carolina  client  who  was  up  against  a  crushing  dead- 
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Gulfstream 
Aerospace  Corp. 
www.gulfstreamaircraft. 
com 

This  aircraft  manufacturer's 
site  lets  users  order  spare 
parts  and  make  purchases 
from  an  online  store.  It's  also 
increased  market  awareness 
of  the  company's  products  so 
much  that  executives  are  be¬ 
ginning  to  credit  it  with  in¬ 
creasing  aircraft  sales. 

HomeShark  Inc. 

www.homeshark.com 

Searching  for  a  home— par¬ 
ticularly  now,  when  real  es¬ 
tate  sales  are  booming— can 
be  time-consuming  and  frus¬ 
trating.  HomeShark  Inc.  aims 
to  make  the  process  simpler, 
cheaper  and  more  enjoyable 
for  buyers  through  its  Web- 
based  mortgage-information 
and  home  search  services. 
There's  also  content  for  own¬ 
ers,  including  refinancing  in¬ 
formation  and  a  home-valua¬ 
tion  service. 


Hotels  Poland 
www.hotelspoland.com 

On  behalf  of  customers 
worldwide,  Internet  Polska's 
site  negotiates  and  secures 
hotel  rooms  in  Poland  at  2|f  : 
to  40  percent  off  regular 
rates.  Handling  transactions 
entirely  online  keeps  costs 
low.  The  company  expects  to 
launch  similar  services  for 
the  Czech  Republic  and 
Hungary  this  summer. 


i-Escrow  Inc. 
www.iescrow.com 

This  startup  company  serves 
as  a  middleman  for  online 
transactions  between  individ¬ 
uals.  Once  a  buyer  and  seller 
have  arranged  a  sale  through 
i-Escrow's  site,  the  company 
ensures  that  each  party  ful¬ 
fills  its  end  of  the  shipping 
and  payment  agreements. 

Industrial 

Management 

Council, 

Rochester,  N.Y. 
Greater  Rochester 
Chamber  of 
Commerce 
County  of  Monroe, 
N.Y. 

City  of  Rochester 

SmartDog 

www.smartdog.org 

To  draw  high-tech  workers  to 
the  Rochester  area,  this  witty 
recruiting  site  gives  "smart 
dogs"  a  taste  of  life  outside 
the  fence.  Companies  and 
organizations  belonging  to  a 
nonprofit  collaborative  post 
jobs;  prospective  employees 
can  apply  online,  file  their 
resumes  in  a  job  bank  and 
learn  about  Rochester-area 
housing,  lifestyle  and 
attractions. 


Innvest:  America's 
Hotel  Online 
Superstore 
www.innvest.com 

This  free  hospitality-industry 
trade  site  has  upgraded  to  let 
members  buy,  design,  post 
and  delete  ads  for  properties, 
products  and  resumes  online 
in  real-time.  The  site  attracts 
nearly  2,800  users  weekly; 
visits  last  an  average  of  12 
minutes.  Onsite  testimonials 
directly  credit  the  site  for 
enabling  major  sales. 
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mamg  color  printers  tl 
»M  number  one  goa 


The  right  printer  is  the  one  that  works  with  your  game 
plan.  Which  is  why  we  created  the  Lexmark  Optra™  Color  family 
of  printers.  For  those  who  want  to  print  fast,  we  can  print  up 

TO  12  PAGES  A  MINUTE.  AND  IF  YOU  WANT  TO  PRINT  WIDE,  WE  CAN  DO  THAT,  TOO. 

All  at  a  resolution  OF  1200  DPI  quality,  with  features  that  make  hook-up  and  networking 
easy.  At  prices  as  low  as  S449*  The  fact  is,  we've  got  a  printer  to  fit  your  budget,  your 

PEOPLE,  YOUR  NEEDS.  EXACTLY. 

You  told  us  you  want  to  print  quickly,  clearly,  easily  and  inexpensively -just  as  you  do 

IN  BLACK  &  WHITE.  WITH  THE  BRILLIANCE  OF  VIVID  COLOR.  So  OUR  OPTRA  COLOR  FAMILY  DOES  JUST 

that.  Call  i-8oo-lexmark  (1-800-539-6275)  or  visit  us  at  www.lexmark.com/s/  to  see  how 
the  Optra  Color  family  scores  against  the  competition.  Exactly  what  you  want... in  print. 


©1998  Lexmark  International,  Inc.  All  rights  reserved.  ‘Estimated  street  price.  Prices  may  vary.  Lexmark,  Lexmark  with  diamond  design,  and  Optra  are  trademarks 
of  Lexmark  International,  Inc.  registered  in  the  United  States  and/or  other  countries.  Other  trademarks  are  property  of  their  respective  owners. 


Burt  Gilner 
Senior  MIS  Director 
Miami  Dolphins 


line,  Visual  Evidence  electronically  transmitted  documents  the  client 
had  approved  online  to  a  photocopy  shop  in  the  client’s  hometown. 
Using  high-end  printers,  the  shop  “quickly  generated  poster-sized 
exhibits,  and  we  didn’t  have  to  ship  full-sized  posters  on  foam  core  and 
worry  about  them  getting  lost  or  smashed,”  Unger  says. 

Because  “everything  that  we  send  out  has  our  e-mail  and  our  Web 
site  address  on  it,”  Unger  adds,  Visual  Evidence  has  also  been  able  to 
reduce  its  costly  specialty-magazine  advertising.  -Anne  Stuart 
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Political  Science 

The  idea  came  to  Eric  Tanenblatt  during  a  conference  in  Washington, 
D.C.  One  of  the  speakers  mentioned  that  during  Great  Britain’s  1997 
elections,  a  nonpartisan  Web  site  informed  voters  of  each  candidate’s 
positions  and  even  printed  the  text  of  a  political  debate.  “I  came  back 
wondering  if  we  could  do  that  and  thinking  that  it  was  an  off  year  for 


An  interactive 
Web  site  allows  the 
Visual  Evidence 
Center  to  expand 
its  business 
beyond  local 
clientele,  says  CEO 
0.  Nick  Unger. 


International 

Communications 

Inc. 

www.intl.com 

Available  in  10  languages, 
this  site  supports 
International  Com¬ 
munications'  business  of  "lo¬ 
calizing"  Web  sites  for  dif¬ 
ferent  cultures.  Visitors  will 
find  information,  articles, 
tips  and  other  resources  on¬ 
line,  and  can  subscribe  to  a 
free  monthly  e-mail  bulletin 
on  localization  issues. 

Company  officials  credit 
the  site,  which  doubles 
as  a  sales  demo,  with 
providing  20  qualified 
leads  in  six  months. 

Kansas 
City  Power  & 
Light  Co. 

www.kcpl.com 

This  company,  whose 
services  include  elec¬ 
tric,  gas  and  sanitation, 
provides  customers  with 
the  following  informa¬ 
tion:  payment  history, 
current  bill,  usage  his¬ 
tory,  demand  history 
and  daily  usage  (in 
both  table  and  graph 
format).  Customers  can 
also  pay  their  electric 
bills  online.  What  has 
your  electric  company 
done  for  you  lately? 

LeaseSource 
www.leasesource. 
com 

LeaseSource,  a  Web  site 
that  tells  users  every¬ 
thing  they  need  to 
know  about  leasing  an 
automobile,  may  be  the 
best  example  of  the 
Web's  ability  to  create 
new  intermediaries.  The 
site  connects  users  to 
leasing  companies  and 
insurers.  Lessors  pay  for 
postings. 


Liberty  First 
Financial 

Loanguide.com 

www.loanguide.com 

Built  on  a  shoestring  budget 
by  three  guys  working  out  of 
a  garage,  Loanguide  has  led 
as  many  as  30  borrowers  a 
month  to  Liberty  First 
Financial.  The  site  is  a  hype- 
free  gold  mine  of  informa¬ 
tion  about  the  loan  process, 
allowing  users  to  compare 
rates,  terms  and  other  costs. 

Multimedia 

Live 

Shopper  Zone 
www.shopperzone.com 

This  site  offers  catalogs  from 
more  than  15  companies,  al¬ 
lowing  users  to  order  via  a 
single  easy-to-use  shopping 
cart.  Among  its  nifty  tools  is 
"Shopper's  Buddy,"  which 
lets  users  select  virtual 
personal  shoppers  such  as 
Ken,  a  30-something  en¬ 
trepreneur,  and  Jill,  a  40-ish 
human  resources  executive. 
The  site  engine,  designed  for 
syndicated  selling,  can  add 
commerce  capability  to 
other  content  sites. 

NECX  Inc. 

www.necx.com 

The  company  describes  itself 
as  an  open  market  buying 
and  selling  service  for  com-  - 
puter  products  and  elec¬ 
tronic  components.  On  the 
NECX  Web  site,  customers 
can  track  the  availability  and 
price  of  more  than  60,000 
products  from  1,100  suppli¬ 
ers.  In  1997,  NECX.com  tal¬ 
lied  $60  million  in  revenues, 
or  about  15  percent  of  the 
company's  total  revenues  for 
the  year. 


ViewMax  is  a  powerful  host-to-web  integration  tool  allowing  you  to  preserve  and  extend  your  current 
IT  investments.  ■  ViewMax  quickly  provides  BROWSER-BASED  ACCESS  to  mainframe,  midrange 
and  virtually  all  other  host  machines.  ■  Its  RAPID  APPLICATION  DEVELOPMENT  environment 
allows  you  to  easily  integrate  ELECTRONIC  COMMERCE  applications  with  your  existing  IT  systems. 
■  By  providing  universal  access  to  data  on  diverse  platforms  and  simplify  complex  host 
navigational  structures,  ViewMax  allows  you  to  transparently  RE-ENGINEER  YOUR 
BUSINESS  PROCESS  without  modifying  a  single  line  of  your  hosts'  application  code. 

But  you  don't  have  to  take  our  word  for  it.  Try  it  for  yourself.  Download  now  and 
access  your  systems  via  web  browser  in  about  an  hour  —  or  call  today  for  a  free 
Demo  copy  888-846-3045. 

From  Intranets  to  Extranets  —  ViewMax  is  the  complete  solution  to  your  host  of  problems. 


ViewMax. 

Host-to-Vfeb  Integration  Tools 

www.modcomp.com/viewmax 


®  ©1998.  All  rights  reserved.  MODCOMP  is  a  registered  trademark  and  ViewMax  is  a  trademark  of  MODCOMP,  Inc. 


elections  in  Georgia.  Then,”  says  Tanenblatt,  a  vice  president  of  Atlanta- 
based  Duffey  Communications,  “I  remembered  the  mayoral  race.” 

Working  with  the  Atlanta  Press  Club,  which  was  planning  to  spon¬ 
sor  a  televised  debate,  Duffey  Communications  put  together  a  Web 
site  that  told  voters  much  of  what  they  needed  to  know  about  the  can¬ 
didates’  personal  histories,  political  records  and  their  platforms.  The 
site  (www.atlpressclub.org)  launched  Oct.  21,  almost  two  weeks  before 
the  first  debate.  Traffic  was  initially  sluggish.  But  in  response  to  some 
local  publicity,  traffic  picked  up  before  the  second  debate  between  the 
two  final  candidates,  incumbent  Mayor  Bill  Campbell  and  City  Council 
President  Marvin  Arrington. 

During  that  debate,  the  Web  site  invited  users’  participation  at  both 
ends  of  the  pipeline:  Many  questions  asked  of  the  candidates  were  field¬ 
ed  from  e-mails  that  concerned  voters  had  earlier  submitted  to  the  site. 
Within  three  hours  of  the  debate,  the  Press  Club  had  posted  transcripts 
of  questions  and  answers.  And  unlike  debates  broadcast  over  tradi¬ 
tional  media,  this  one  remained  available  on  the  Web  site  for  weeks 
after  the  dust  had  cleared.  Web  users  were  able  to  review  the  text  of 
the  questions  and  to  hear  the  candidates’  answers  using  either 
RealAudio  or  telephone. 

Having  presented  Georgia’s  first  Web-accessible  political  debate, 


Vice  President 
Eric  Tanenblatt  of 
Duffey  Communications 
helped  the  Atlanta  Press 
Club  build  Georgia's  first 
Web-accessible 
political  debate. 


the  site  made  history,  but  its  immediate  impact  was  less  than  thunder¬ 
ous:  About  3,000  people  visited  the  site  during  election  season. 

Duffey,  a  public  relations,  marketing  and  public  affairs  company 
with  offices  in  Atlanta  and  Washington,  D.C.,  had  built  the  site  pro 
bono  and  had  pumped  some  $35,000  of  the  firm’s  money  into  the  proj¬ 
ect,  hoping  that  the  visibility  would  attract  new  public  affairs  clients. 
Did  it  work?  “It’s  hard  to  say,”  says  Tanenblatt.  “We’ve  used  the  site 
in  presentations  to  prospective  clients,  and  some  of  them  have  signed 
on.  So  it  may  have  influenced  their  decisions.” 

Nevertheless,  the  Press  Club  partnership  was  successful  enough  to 
confirm  Duffey  Communications’  commitment  to  the  Web.  Next  year, 
Tanenblatt  says,  the  company  hopes  to  build  sites  to  keep  citizens 
posted  on  Georgia’s  senatorial  and  gubernatorial  races.  -Art  Jabnke 
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Northern  Light 

www.nlsearch.com 

At  Northern  Light,  the  site  is 
the  product.  Growing  at  a 
rate  of  about  50  percent  a 
month  since  its  August  1997 
launch,  this  business  re¬ 
search  site  provides  access 
to  a  diverse  range  of  busi¬ 
ness  information.  Northern 
Light  has  integrated  two 
highly  competitive  indus¬ 
tries,  the  Web  search  engine 
market  and  the  information 
delivery  and  commerce 
market. 

Office  Depot  Inc. 

Office  Depot  Online 
www.officedepot.com 

Office  Depot's  admirably 
designed  online  store  fits 
seamlessly  with  its  tradi¬ 
tional  office-supply 
business.  It  opened  up  new 
markets  and  cut  order  pro¬ 
cessing  costs.  Shoppers 
build  custom  shopping  lists 
from  an  online  catalog  with 
thousands  of  items;  they  can 
either  pick  up  their  purchas¬ 
es  at  a  nearby  store  or  re¬ 
ceive  delivery  the  next  day. 

PC  ServiceSource 
Inc. 

PC  Service  Net 
www.pcservice.com 

Allowing  computer  service 
centers  to  check  inventory, 
order  parts  and  track  war¬ 
ranties  real-time,  this  site 
has  drawn  more  than  10,000 
new  registered  customers  to 
PC  ServiceSource,  a  distribu¬ 
tor  of  warranty,  out-of  war¬ 
ranty  and  end-of-production 
service  parts  for  more  than 
30  PC  and  printer  makers. 

The  PC  Parts  Net  area  of  the 
site  has  done  more  than 
$9.6  million  in  sales  and 
represents  roughly  10 
percent  of  all  sales. 


PsicoNet 

psiconet.com 

Created  by  Argentine  psy¬ 
choanalyst  Michel  Sauval, 
this  nonprofit,  Spanish-lan- 
guage  site  offers  seminars, 
professional  papers  and 
chats  for  mental  health 
workers.  More  than  700  have 
signed  on  as  members. 


The  Sabre  Group 

Travelocity 

www.travelodty.com 

This  site,  among  the  Web's 
first,  richest  and  most  robust 
online  travel  resources,  of¬ 
fers  24-hour  global  travel 
planning  services.  Its 
FareWatcher  e-mail  service 
monitors  pricing,  automati¬ 
cally  alerting  users  about 
price  changes.  A  section 
called  Today's  Lowest  Fares 
targets  popular  destinations. 

Samsung 

Electronics  Co.  Ltd. 

Welcome  to  Samsung 
Electronics 

www.samsung 

electronics.com 

With  its  lists  of  frequently 
asked  questions  (FAQs)  on 
products  from  monitors  to 
microwave  ovens,  Samsung's 
corporate  Web  site  saved 
about  $600,000  on  the  costs 
of  answering  those  same 
questions  by  phone  or  e-mail 
last  year.  The  site  also  links 
to  online  stores  for  U.S.  and 
Korean  customers. 
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DARWIN  CALLED  IT 

i  -ct\ 


WE  JUST  CALL  IT  INNOVATION 


the  leader  in  production  fax  solutions  for  e-business,  CommercePath 
knows  this  better  than  anyone.  A  scalable  line  of  NT-based  servers, 
CommercePath  lets  you  ADAPT  to  the  changing  business  environment  by 
applying  the  latest  production  fax  technologies  to  your  existing  applications. 

Extend  the  REACH  of  your  applications  to  easily  deliver  the  dynamic 
documents  your  organization  produces  every  day;  the  purchase  orders, 
invoices,  statements,  and  others  that  are  different  for  each  customer. 


Staying  FIT  enough  to  survive  in  today's  challenging  business  climate 
requires  a  KEEN  EYE  for  implementing  enabling  technologies.  With 
production  fax  modules  for  EDI,  the  Internet,  email,  etc.,  CommercePath 
servers  do  it  all.  And  with  seamless  integration  with  SAP  Oracle,  MCI, 
Sterling  Commerce  and  others,  you'll  have  the  superior  fi  PTATIONS 
to  keep  you  ahead  of  your  COMPETITORS. 


RUN  WITH  THE  MARKET  LEADER  For  more  information  on 
what  the  award-winning  CommercePath  solutions  can  do  for 
you,  contact  us  for  your  free  CD/ROM  and  information  kit. 
a/tul e'lxdve  into  a  ^u^tne^s. 


"Try  1  "rrr  j r  iir;;.' 

■  -  ■  .r  -  •«* 


mm 


Iwl 


Wmmr 


web: 


Internet  Profile  .6 

Bumper  Crop 

Long  past  is  the  day  when  farmers  could  depend  on  the  benevolence 
of  earth  and  sky  to  make  their  living.  Today,  those  in  the  multibillion- 
dollar  agriculture  industry  are  regulated  over  everything  from  biotech¬ 
nology  to  food  assistance  for  the  poor. 

The  American  Farm  Bureau  Federation — a  nonprofit  organization 
with  more  than  4.7  million  members — offers  a  comprehensive,  com¬ 
pelling  site  to  address  those  wide-ranging  concerns. 

The  Farm  Bureau’s  Web  site,  Voice  of  Agriculture  ( www.fb.com ), 
serves  an  eclectic  community  of  farmers,  researchers,  ranchers,  jour¬ 
nalists  and  curious  Web  tourists.  Its  staff — one  full-time  Farm  Bureau 
public  relations  staffer  and  four  other  staff  members  who  contribute 
their  time  — post  daily  content  updates.  Regular  contributors  include 
Lana  Robinson,  who  pens  “Little  Spouse  on  the  Prairie”  from  her 
home  in  Texas.  A  weekly  feature  highlighting  other  sites  of  interest 
provides  access  to  the  latest  on  topics  as  diverse  as  El  Nino,  U.S. 
Department  of  Agriculture  data,  and  the  ins  and  outs  of  col 
lecting  toy  tractors. 

“The  site  has  helped  increase  member  and  public  aware¬ 
ness  of  the  Farm  Bureau,”  says  Rick  Bush,  editor  of  online 
services  for  the  Voice  of  Agriculture.  “It  has  also  improved 
our  media  relations  because  of  the  timely  access  to  news 
releases  and  columns.” 

Launched  in  early  1997,  the  Voice  of  Agriculture  now 
attracts  4,500  active  users  daily.  As  varied  as  the  offerings  at 
a  roadside  market,  the  site  provides  instant  access  to  such 
resources  as  daily  closing  prices  from  the  Chicago  Board  of  Trade, 
weather  maps  and  details  on  Earth  Day  celebrations.  Online  forums 
let  users  swap  views  about  topics  such  as  the  President’s  Food  Safety 
Initiative  and  agricultural  research  in  U.S.  wetlands.  For  visitors  who 
want  to  reach  people  in  power,  the  site  offers  e-mail  links  to  mem¬ 
bers  of  Congress. 

A  recent  Farm  Bureau  survey  shows  that  more  than  a  third  of  the 
nation’s  18-  to  35-year-old  farmers  access  the  Internet  and  about  77 
percent  of  them  use  computers  on  their  farms.  Now  rural  Americans 
can  supplement  the  sweat  of  their  brow  with  a  less  backbreaking  chore: 
harvesting  the  Web  for  useful  information.  -Ruth  Greenberg 


Internet  Profile  .7 

Clear  Days  on  the  Web 

What  makes  weather.com  so  appealing?  Perhaps  this  year  it’s  concern 
about  El  Nino.  Possibly,  it  feeds  everyone’s  love  for  talking  about  the 
weather.  Or  it  could  be  weather.com  makes  it  so  easy  to  find  informa¬ 
tion  that  people  just  can’t  stay  away. 

It’s  so  easy,  in  fact,  that,  according  to  Media  Metrix,  weather.com 
is  the  Web’s  most  popular  single-content  site.  Currently,  the  site  gets 
82  million  monthly  page  views,  and  that  number  continues  to  grow 
by  about  20  percent  every  month.  About  3  million  unique  users  visit 
weather.com  monthly. 

Content  goes  far  beyond  forecasts.  If,  for  example,  after  determin¬ 
ing  that  the  weather  forecast  is  promising,  you  decided  to  schedule  a 
golf  vacation,  you  could  take  advantage  of  one  of  weather.com’s  many 
partnerships  and  book  your  tee  time.  Or  you  could  turn  to  weather.com 


met 

winner 


Swedish  Post  Office 

www.posten.se 

In  Sweden,  the  post  office  of 
the  future  is  already  here. 
Online  customers  can  check 
postal  rates,  buy  stamps,  fill 
out  address-change  forms, 
track  packages  and  link  to 
e-commerce  sites.  And  yet 
the  site  is  uncluttered  and 
inviting,  easy  to  navigate 
with  simple  pictures  and 
clear  menus. 


Tennessee  Valley 
Authority 

Land.  Between  the  Lakes 

www.lbl.org 

Too  much  work  have  you  tied 
to  your  desk?  Take  a  virtual 
vacation  at  this  visual  buffet 
promoting  a  national  recre¬ 
ation  area.  In  addition  to 
pages  of  information  on 
where  to  stay  and  what  to 
do,  the  site  offers  online 
maps,  a  virtual  visitors'  cen¬ 
ter  and  interactive  quizzes 
to  educate  visitors  about  the 
region's  history  and  environ¬ 
ment. 
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Thomas 
Publishing  Co. 

Thomas  Register  on  the 
Internet 

www.thomasregister.com 

This  site,  which  serves  buy¬ 
ers  and  sellers  of  industrial 
products  and  services,  re¬ 
ceived  $16  million  in  new 
revenues  from  selling  regis¬ 
ter  listings  to  manufacturers. 
User-friendly,  comprehensive 
and  efficient,  the  online  reg¬ 
isters  boasts  10  million  page 
views  a  month. 


REPEAT  WINNER 


Trade 

www.tradecompass. 

com 

Trade  Compass  provides  cus¬ 
tomized  desktop  access  to 
15GB  of  constantly  updated 
global  trade  news,  data, 
tools  and  resources.  Recent 
innovations  include  exclu¬ 
sive  rights  to  publish  the 
OAG  air  cargo  schedules  and 
tariff  data  and  creation  of  a 
Caravan  Internet  EDI  service 
center,  which  provides  inte¬ 
grated  business  applications 
and  cargo-transportation- 
trade  processes  for  busi¬ 
nesses  worldwide. 

University  of 
Minnesota 

Minnesota  Landscape 
Arboretum 

www.arboretum. 

umn.edu 

Walk  in  the  woods.  Follow 
the  changing  seasons. 
Become  an  arboretum  mem¬ 
ber  and  learn  how  horticul¬ 
ture  can  transform  your  liv¬ 
ing  space.  The  site  extends 
the  mission  of  the  arboretum 
in  a  scenic  manner. 
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As  you  face  accelerating  change,  intense  competition,  and 
a  growing  array  of  technology  options,  access  to  and  protec¬ 
tion  of  information  is  increasingly  more  critical.  The  cost  of  a 
poor  IT  decision  is  staggering. 

The  next  step  you  take  in  protecting  and  managing  your 


data  may  decide  if  you  are  looking 
up  or  down  at  your  competition. 
Make  your  climb  to  the  top  as 
smooth  as  possible. 


Now,  more  than  ever,  it  pays  to 
partner  with  an  information  manage- 
j|i?§  ment  expert  like  Datalink. 

Innovation.  Expertise.  Comprehensive 
services.  Robust  solutions.  Just  a  few 
of  the  reasons  IT  organizations  have 


Will  i 


most  important  assets -information. 

Call  us  today.  The  view  is  always 
better  at  the  top. 


Partner  With  An  Expert 


e-mail:  info®  datalink.com  •  home  page:  http//www.datalink.com 


for  information  on  the  best  ski  conditions.  In  warmer  weather,  you 
might  check  forecasts  for  advice  about  what  to  plant  in  your  garden 
or,  if  you  have  allergies,  whether  the  pollen  count’s  high  enough  to  jus¬ 
tify  staying  indoors.  Through  an  innovative  agreement  with 
BizTravel.com,  weather.com  even  lets  users  book  their  flights  online. 

Weather.com  shares  the  extensive  resources  of  The  Weather 
Channel,  which  is  also  owned  by  privately  held  media  conglomerate 
Landmark  Communications  Inc.  With  a  staff  of  more  than  80  full¬ 
time  meteorologists  in  addition  to  its  dedicated  Web  team  of  about  25 
people,  weather.com  gets  the  daily  attention  such  a  heavily  trafficked 
site  deserves. 

The  site’s  promotional  resources  are  unique  among  this  year’s  50/50 
winners:  None  of  weather.com’s  competitors  is  blessed  with  a  regular 
television  presence  directing  viewers  to  its  Web  site.  “This  helps  us 
build  our  brand  equity  along  with  our  site  traffic,”  says  Todd  Walrath, 
vice  president  of  online  services.  Nor  is  Landmark  afraid  to  put  money 
into  the  site.  “The  company  sees  the  new  medium  as  a  primary  source 
of  revenue  in  the  future,”  says  Walrath. 

To  continue  to  boost  revenues,  Landmark  is  extending  The  Weather 
Channel  brand  into  other  media.  Having  established  additional  part- 
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Thanks  to  a  complementary 
television  presence, 
weather.com  builds  its 
brand  while  it  boosts  its 
site  traffic,  according  to 
Todd  Walrath,  vice  president 
of  online  services. 


nerships  with  cellular  phone  and  pager  companies,  Landmark  can 
deliver  weather  information  directly  to  people’s  hands  and  ears.  These 
days,  there’s  just  no  excuse  for  getting  caught  in  the  rain  without  an 
umbrella.  -Steve  Singer 
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U.S.  Department 
of  Energy's 
International 
Nuclear  Safety 
Program 

Improving 

International  Nuclear 
Safety 

insp.pnl.gov:2080 


The  Weather 

Channel 

www.weather.com 

With  more  than  2  million 
unique  users  each  month 
and  3.5  million  page  views 
each  day,  weather.com  com¬ 
plements  the  famous  cable 
channel  by  letting  people 


Reactors,  not  bombs,  are 
what  this  site  is  all  about. 
The  site  offers  visitors  a  pay- 
load  of  information  about 
nuclear  energy  issues, 
including  the  history  of  nu¬ 
clear  reactors,  the  spread  of 
reactors  to  countries  around 
the  world  and  the  agency's 
efforts  to  keep  them  safe. 

Visual  Evidence 
Center 

www.visevidence.com 

This  organization,  which 
custom-makes  courtroom  ex¬ 
hibits  for  attorneys  and  in¬ 
surers,  uses  the  Web  to  col¬ 
laborate  with  clients  and  to 
communicate  statewide  with 
its  30  exhibit  consultants 
during  the  design  process. 
Clients  can  view  paper,  3-D 
scale  models,  video  or  ani¬ 
mated  exhibits  online. 
Owners  credit  the  site  with 
increasing  sales  by  25  per¬ 
cent,  saving  time,  attracting 
distant  clients  and  cutting 
mailing  costs. 


get  the  same  kind  of  com¬ 
prehensive,  up-to-date 
weather  information  online. 

WhoWhere  Inc. 

www.whowhere.com 

WhoWhere  lets  users  peruse 
free  phone,  e-mail  and  URL 
directories;  establish  free 
e-mail  accounts,  home  pages 
or  directory  listings;  and  link 
to  other  resources. 

WhoWhere  also  private- 
labels  its  network  applica¬ 
tions  for  more  than  40 
corporate  partners.  Revenues 
have  doubled  for  five  con¬ 
secutive  quarters. 

Williams  & 

Wilkins  Co. 

Williams  &  Wilkins 
Online  Superstore 
www.wwilkins.com 
This  medical  publisher,  a 
past  50/50  winner  for  its  in¬ 
tranet,  wins  this  year  for  its 
new  public  Online 
Superstore.  The  fully  auto¬ 
mated  outlet,  which  replaces 
an  earlier,  static  sales  site, 
boosted  orders  by  25  percent 
and  online  revenues  by  70 
percent;  1998  profit  margins 
are  projected  to  double. 
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Vlake  it  Dossibl©. 


That’s  the  next  generation  of  laptops,  Personal  Digital  Assistants  (PDA)  and  other  mobile  products 
calling.  The  message  is  clear.  Their  promise  of  greater  portability  and  power  will  have  to  be  delivered 
in  less  space  than  ever  before.  We  can  help,  because  we’ve  done  it  before.  Every  time  speeds  and 
pincounts  have  climbed,  and  boards  and  keypads  have  shrunk,  we’ve  helped  them  work  together. 
Now,  our  advanced  design  and  simulation  services,  circuit  boards,  wireless  components,  touch  screen 
technology  and  fiber  optics  —  as  well  as  application  specific  connectors  —  are  ready  to  help  OEM’s 
create  a  new  generation.  In  addition,  our  extensive,  global  engineering  and  manufacturing  resources 
can  help  reduce  design  cycles  and  provide  tooling  in  weeks.  A  job  we’re  already  doing  for  companies 
involved  in  building  consumer  products  and  communications,  as  well  as  PCs.  Reduced  size  and 
increased  portability  will  play  critical  roles  in  tomorrow’s  personal  electronics.  We  can  make  it  possible. 


AMP  Incorporated.  Contact  your  regional  center:  USA  1-800-522-6752.  Canada  905-470-4425. 
Europe,  Middle  East,  Africa  +44  1 753  676800.  Singapore  65-482031 1 


www.amp.com  AMP  and  Connecting  at  a  Higher  level  are  trademarks. 
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The  baby  fat's  melting 


away.  Intranet  sites  that 


once  might  have  settled 


for  being  big,  happy 


buckets  of  information 


are  converting  calories 


into  operational  muscle. 

By  Lew  McCreary 


Intranets  are  a  little  like  newborns:  Just  getting  here  is  a  lot 
of  work,  so  afterward  they  feel  entitled  to  lie  around  and 
focus  on  the  basics.  These  sites  take  on  fuel,  assert  them- 
BiF  selves  and  grow  like  happy  babies  until,  inevitably,  the  time 
•  '  comes  to  get  off  the  dime  and  go  out  there  and  do  something. 

INTRANET  Truth  is,  we  figured  the  interval  of  taking  on  fuel  would 

last  a  lot  longer  than  it  actually  did.  Last  year’s  50/50  Awards 
showed  us  we  had  been  conservative  in  our  expectations. 
Intranets  and  their  parents  were  getting  bored  and  going  out 
there  and  doing  something  at  an  accelerated  pace.  Rather 
than  existing  as  fat,  happy  buckets  of  information,  a  sur¬ 
prising  number  of  intranets  took  aim  at  operational  targets,  providing  some  fairly  ambitious 
transactional  capability  and  enriching  their  organizations  with  a  spirited  Calvinist  work  ethic. 

That  trend  continues  this  year.  Among  the  nearly  200  entrants  in  the  intranet  division  of 
the  CIO  Web  Business  50/50  Awards,  many  were  pushing  at  this  operational  envelope.  (For 
this  year’s  judging,  as  in  1997,  business-to-business  extranets  were  considered  in  the  intranet 
category.)  In  fact,  we  did  an  unscientific  statistical  analysis  of  the  winning  entries  to  gauge 
their  degree  of  operational  ambition.  Once  we  had  chosen  our  final  50,  we  sorted  them  into 
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half  a  dozen  descriptive  categories: 

■  Broad  operational  application-supporting  sites  (address¬ 
ing  multiple  operational  areas  or  broad  business  processes) 

■  Narrow  operational  application-supporting  sites 
(addressing  a  single  narrow  business  process  or  applica¬ 
tion,  such  as  benefits  enrollment) 

■  Intranet/extranet  hybrids  (intranets  that  selectively  admit 
customers  to  password-protected  areas) 

■  Customer-care  extranets  (full-featured  customer 
service/self-service  or  commerce-supporting  sites) 

■  Internal  information  sharing/decision  support  sites 

■  Advanced  knowledge-management  sites 

Of  the  50  winning  entries,  31  performed  predominantly 
operational  roles  in  the  form  of  robust  transactional,  pro¬ 
cess-interaction  or  workflow-enhancing  capabilities.  Of  the 
remaining  sites  (those  largely  devoted  to  internal  informa¬ 
tion  sharing/decision  support  or  to  excellence  in  knowledge 
management), 
most  offered  im¬ 
plicit  (and  some 
explicit)  benefits 
to  internal  deci¬ 
sion-making  qual¬ 
ity,  employee  productivity, 
customer  satisfaction  or 
product-delivery  cycle 
time.  In  short,  nothing 
to  sneeze  at. 

Among  the  winning 
sites  were  many  more 
highlights  than  there  is 
space  to  recount  them.  But  a  look  at  some  of  the  best  and 
brightest  reveals  there  isn’t  a  bucket  in  the  bunch. 

Broad  Operational  Sites 

There’s  a  clear  intention  in  many  organizations  for  the  intranet 
to  become  the  sole  desktop  utility  of  record.  At  Chrysler  Corp., 
the  place  to  be  is  Dashboard  (gotta  love  that  name!).  Sponsored 
jointly  by  HR,  IS  and  corporate  communications,  Dashboard 
has  Swiss  Army  Knife  ambitions:  Its  goal  is  to  increase  the 
productivity  of  40,000  or  so  salaried  employees  by  simplify¬ 
ing  information  access.  Through  this  straightforward  inter¬ 
face,  users  can  get  at  competitive  intelligence,  collaborative 
workgroup  support,  HR  self-service  apps  (including  records 
administration),  financial  modeling  tools,  company  news,  a 
dynamic  stock  feed  and  mutual  fund  quotes,  a  vehicle-build 
tracking  system,  manufacturing  quality  statistics  and  other 
tools  and  resources. 

For  years,  government  agencies  have  been  challenged  to 
become  more  efficiently  businesslike.  So  when  Capt.  Michael 
Davidson,  director  of  the  division  of  commissioned  person¬ 
nel  at  the  Program  Support  Center,  a  part  of  the  U.S. 
Department  of  Health  and  Human  Services,  saw  the  convo¬ 
luted  mess  of  weird  and  ill-fitting  procedures  that  encumbered 
medical  insurance  claims  activities,  he  vowed  reform.  The 
resulting  intranet,  Beneficiary  Medical  Program,  puts  the  agen¬ 
cy’s  health  insurance  services  covering  commissioned  officers 
of  the  U.S.  Public  Health  Service  and  the  National  Oceanic 
and  Atmospheric  Administration  on  a  sound  footing.  The  sys¬ 


tem  provides  end-to-end  workflow  and  processing  for  all 
claims,  enables  enforcement  of  negotiated  fee-for-service  lev¬ 
els  (at  a  claimed  savings  of  $1.5  million  annually),  consolidates 
relevant  information  for  access  through  a  single  interface  and 
empowers  beneficiaries  to  resolve  claims  issues  on  their  own. 
All  of  which  seems  unlike  the  image  not  only  of  government 
but  also  of  insurance  claims  processing  as  many  of  us  in  the 
private  sector  have  woefully  come  to  know  it. 

Narrow  Operational  Sites 

The  human  resources  function  has  arguably  been  the  most  fer¬ 
tile  hotbed  for  low-hanging  intranet  fruit — and  one  of  the  best 
ways  to  trick  employees  into  becoming  frequent  browsers. 
Lucent  Technologies  Inc.’s  Benefits  Central,  serving  the  100,000- 
plus  people  of  Lucent  Technologies,  automates  benefits  enroll¬ 
ment  transactions  and  enables  employees  to  do  side-by-side 
self-service  comparisons  of  benefits  offerings,  leading  to  better- 

informed  selections  and  fewer  subse¬ 
quent  changes  or  points  of  confusion. 
The  site  supports  personalization  of  dy¬ 
namic  content,  keyed  to  the  user’s  log¬ 
on.  Benefits  Cen¬ 
tral — soon  to  be 
incorporated  into 
a  larger  Lucent 
informational 
HR  site  known 
as  iON.HR  (sterling  in  its  own 
right) — played  an  important 
ancillary  role  in  asserting  Lucent’s 
newly  independent  corporate 
identity  after  its  1996  spinoff  from  AT&T. 

“Not  2  couches  and  10  lamps. ..I  said  10  couches  and  2 
lamps!”  Simply  stated,  Allied  Van  Lines’  Agent  Notification 
System  is  intended  to  make  sure  that  the  right  trucks  pick  up 
the  right  stuff  at  the  right  time.  And  that  means  enabling 
Allied’s  network  of  500  independent  agency  locations  to 
receive  the  most  current  information  about  customer  ship¬ 
ments.  In  dealing  with  independent  affiliates,  there’s  no  stick, 
only  a  carrot.  So  the  challenge  for  Mary  Mancuso,  manager 
of  agent  support  services,  is  to  win  over  the  agents’  hearts 
and  minds  with  the  vision  of  higher  productivity — and  the 
associated  ROI.  Once  fully  deployed  (as  of  April,  only  15 
percent  of  the  500  agency  sites  were  on  board),  Mancuso 
projects  that  the  flow  of  timely  order  information  will  save 
agents  a  total  of  more  than  $6  million  annually.  For  Allied 
corporate,  the  anticipated  benefit  of  improved  information 
quality  will  be  more — and  more  satisfied — end  customers. 

Intranet/ Extra  net  Hybrids 

Toshiba  America  Information  Systems  Inc.’s  Electronic 
Imaging  Division  (EID),  a  maker  of  fax  machines  and  copiers, 
interacts  with  employees,  dealers  and  distributors  over 
Internet  FYI,  bundling  in  one  big  tent  the  company’s  busi- 
ness-to-business  e-commerce,  transaction  processing  and 
internal  information  sharing.  But  the  bread-and-butter  role 
of  this  site  is  to  support  EID’s  independent  dealer  network. 
And  in  a  hotly  competitive  office-equipment  market,  strong 
dealer  relations  are  a  decisive  competitive  advantage.  Under 


There's  a  clear  intention  in  many 


organizations  for  the  intranet  to  become 


the  sole  desktop 
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the  direction  of  Lisa  Richard,  Toshiba  EID  vice  president  of 
business  planning  and  operations,  the  site  saves  dealers  time 
and  money  and  simplifies  complexity,  speeding  up  the  spare 
parts  replenishment  process  and  allowing  dealers  to  trim 
parts  inventories.  That’s  no  small  achievement, 
since  EID  offers  40,000  spare-part  SKUs. 

Progress  Software  Corp.  is  a  vendor  of  Web 
and  client/server  application-development 
tools.  Among  the  company’s  main  customers 
is  a  global  network  of  third-party  developers 
who  create  vertical  business  solutions  using 
Progress  technology.  The  Progress  Enterprise 
Solution  Catalog  is,  on  one  level,  an  online 
mart  where  these  vertical  apps  can  be  shared 
by  developers  with  their  own  potential  end 
customers.  Since  Progress  has  development  part¬ 
ners  in  a  host  of  countries,  the  site  is  multilingual.  Besides  show¬ 
casing  its  partners’  output,  the  extranet  portion  helps  Progress 
more  efficiently  interact  with  and  support  developers  at  all 
stages  of  the  product  cycle.  The  site  provides  an  easy  venue  for 
partners  to  locate  one  another  and  form  alliances.  In  effect,  this 
site  is  a  three-way  hybrid  of  intranet,  extranet  and  public 
Internet  supporting  a  complex  extended  family  of  relationships. 

Customer-Care  Extranets 

IntelSat  is  a  global  satellite  communications  provider  with  a 
base  of  corporate  customers  spanning  more  than  200  coun¬ 
tries.  The  IntelSat  Business  Network  (IBN)  gives  customers  real¬ 
time  access  to  available  satellite  inventory  and  enables  easy 
online  ordering  of  service.  In  a  business  where  the  available 
capacity  can  fluctuate  rapidly  (and  where  there  are  quite  a  few 
competing  alternatives),  this  is  a  very  good  thing  to  be  able  to 
do.  But  IntelSat  goes  farther,  offering  customers  online  content 
to  foster  a  sense  of  participatory  community.  For  instance,  it 
recently  presented  live  streamed  video  coverage  of  a  satellite 
launch,  prefaced  with  lots  of  behind-the-scenes  information  on 
what  goes  into  preparing  for  the  launch.  Such  “special  events” 
help  create  a  more  loyal  customer  relationship  in  what  might 
otherwise  be  thought  to  be  a  commodity  industry.  ( CIO  Web 
Business  will  profile  IBN  in  an  upcoming  issue.) 

Internal  Information  Sharing 

Community  building  is  partly  the  focus  of  @Millipore,  the 
intranet  of  Millipore  Corp.,  a  Mass. -based  maker  of  purifica¬ 
tion  products  for  scientific  and  chemical  markets.  There  is  an 
appealing  quality  to  @Millipore,  as  though  its  sole  objective  is 
to  make  being  an  employee  of  the  company  as  pleasant  an  expe¬ 
rience  as  possible.  Many  of  the  service  areas  and  other  content 
offerings  are  charmingly  prefaced  with  “Milli”  this  and  “Milli” 
that:  MilliCreditUnion,  MilliHealth,  Millitainment  (alas  no 
MilliVanilli).  The  site  features  lots  of  self-service  areas,  like 
expense  reporting,  travel  booking  and  business-card  ordering, 
and  also  pushes  to  employees  information  culled  from  120 
subscription-based  corporate  databases. 

Delayered  decision  support  is  the  aim  of  intranets  from  both 
The  Dow  Chemical  Co.  and  electric  and  gas  utility  company 
Houston  Industries  Inc.  (HI).  Hi’s  EMSweb  (for  Energy 
Management  System)  has  strong  operational  components,  feed¬ 
ing  real-time  data  to  facilities  managers  for  their  use  in  power 


generation  and  transmission,  and  fuel-buying  activities.  The 
availability  of  this  operational  information  has  created  a  flat¬ 
ter  process-management  structure  that  delivers  improved  effi¬ 
ciencies.  The  Dow  Intranet  aims  to  be  a  unifying  information 
gateway  for  the  thousands  of  geographically  dispersed  employ¬ 
ees  of  this  highly  complex  company.  Perhaps  most 
interesting  in  Dow’s  approach  is  its  apparently  suc¬ 
cessful  use  of  “information  stewards”  to  push 
down  decision  making  about  intranet  content  to 
the  most  knowledgeable  levels.  Use  of  the  Dow  site 
is  widespread,  with  42,900  employees  accounting 
for  between  40,000  and  75,000  accesses  daily. 

Advanced  Knowledge  Management 

This  is  our  “rich  getting  richer”  category  of  intranet 
excellence.  Several  of  this  year’s  winners  are  recidivists 
touting  impressive  updates  to  sites  that  wowed  us  last 
year.  Perot  Systems  offers  some  interesting  ROI  metrics  based 
on  productivity  enhancements  enabled  by  TRAIN,  its  knowl¬ 
edge  intranet:  customer  proposal  development  time  cut  60  per¬ 
cent,  proposal  development  cost  cut  45  percent,  travel  time  for 
business  development  cut  35  percent,  time  to  market  for  new 
product/service  offerings  cut  40  percent.  This  year  the  site  has 
added  benefits  enrollment  and  online  procurement  support.  It 
collects  2.1  million  hits  a  week  and  is  used  by  4,800  employ¬ 
ees.  One  of  TRAIN’S  founding  purposes  was  to  educate  the 
huge  number  of  new  hires  joining  Perot  Systems.  In  a  business 
that  last  year  alone  acquired  1 1  companies  and  grew  by  30  per¬ 
cent,  that  remains  important.  In  fact,  despite  the  company’s 
growth,  HR  head  count  remained  flat  due  to  the  support  pro¬ 
vided  by  TRAIN.  Knowledge  Today,  the  intranet  site  of  the 
U.S.  Atlantic  Command,  is  also  a  repeater.  This  year’s  version  is 
joined  by  two  other  military  command  organizations:  the 
U.S.  Special  Operations  Command  Atlantic  and  the  U.S. 
Second  Fleet.  Indeed,  part  of  the  excellence  of  this  year’s  sub¬ 
mission  is  the  extent  to  which  the  champions  of  Knowledge 
Today  have  evangelized,  benchmarked  and  shared  with  other 
military  groups.  (See  “Joining  Forces,”  CIO  Web  Business, 
Dec.  1, 1997,  available  on  the  Web  at  www.cio.com/archive/ 
w ebusiness/ 120197 _navy.html.)  Also,  in  keeping  with  the 
broad  and  easy  utilization  requirements  of  any  effective  KM 
effort,  the  site’s  proprietors  have  developed  a  dynamically  cre¬ 
ated  “Express”  version  of  the  content  for  access  by  remote  users 
dialing  in  on  slow  (9,600  baud)  secure  modems. 

Extra  Credit 

Finally,  in  its  own  separate  category  of  budding  future  excel¬ 
lence,  we  have  the  Newaygo  (Mich.)  Public  Schools  intranet 
(see  “Intramural  Communication,”  Page  60).  Lunch  menus 
and  scrolling  sports  scores  on  the  home  page  are  the  icing; 
internal  communication  with  broad  access  by  teachers,  stu¬ 
dents  and  staff  are  the  cake.  And  Newaygo’s  vision  is  to  fos¬ 
ter  the  intranet  as  the  first,  last  and  only  stop  for  schools- 
related  info.  If  the  future  of  intranets  is  in  the  hands  of  the 
likes  of  Newaygo’s  all-student  Tech  Team,  we  look  forward 
to  future  50/50  competitions.  EH 

Editorial  Director  Lew  McCreary  can  be  reached  via  e-mail 
at  mccreary@cio.com. 
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In  the  Navy,  sailing  the  seven  seas  is  the  easy  part. 

Navigating  the  oceans  of  paperwork  is  another 

story.  As  two  of  our  winning  50/50  entrants  have 

discovered,  the  Web  can  help.  In  Jacksonville,  Fla., 

an  extranet  allows  Naval  aviation  engineers  to 

share  technical  specs  with  The  Boeing  Co.  in  St. 

Louis  to  keep  a  fleet  of  Boeing-built  and  Boeing- 

maintained  training  jets  in  the  air.  A  thousand  or  so  miles 
away,  at  a  sprawling  R&D  Navy  base  in  Newport,  R.I.,  an 
intranet  is  making  data  sharing,  training  and  purchasing  eas¬ 
ier  and  cheaper  for  undersea  warfare  scientists  and  engineers. 
On  a  January  day  in  1996,  a  Navy  instructor  flying  a  T-45 
Goshawk  training  jet  had  the  kind  of  mishap  that  would  rat¬ 
tle  the  most  experienced  aviator:  The  plane’s  throttle  jammed, 


and  the  throttle  cable  snapped.  Luckily,  the  instructor  was 
experienced  enough  to  land  the  plane  safely,  says  Lisa 
Crawford,  technical  team  leader,  extranet  administrator  and 
webmaster  for  the  T-45  support  team  at  the  Naval  Aviation 
Depot  in  Jacksonville.  But  the  fleet  of  orange-and-white  train¬ 
ing  jets  had  to  be  grounded  on  an  airfield  in  Kingsville,  Texas, 
until  Navy  engineers  in  Jacksonville  and  Boeing  engineers  in 
St.  Louis  could  figure  out  what  went  wrong. 

The  engineers  spent  precious  hours  poring  over  engineer¬ 
ing  drawings,  searching  for  a  likely  point  of  failure.  But  they 
found  none  because  they  were  examining  drawings  from  a 
Navy  database,  not  directly  accessing  the  Boeing  database.  As 
it  turned  out,  the  failure  was  caused  by  a  small  groove  that 
wasn’t  shown  in  the  Navy’s  copy  of  the  drawing. 

Finally,  after  they  had  wasted  36  hours  and  untold  dollars 
on  the  grounded  fleet,  a  crew  of  engineers  who  had  dissected 
the  throttle  cable  spotted  the  problematic  groove.  “It  was 
extraordinarily  frustrating  for  the  engineers,”  Crawford  says. 


Two  winning 
efforts  from 
the  U.S.  Navy: 
One  saves  money;  one  saves  time. 

By  Sari  Kalin 
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Flying  High:  Vivian  Alkire,  Rick  Lloyd,  Lisa  Crawford, 

Carl  Sawyer,  Cindy  Graham  and  Elizabeth  Nealin  work  together 
on  GOSNET,  an  intranet  linking  the  Navy's  T-45  team  and  their 
counterparts  at  Boeing. 


“They  realized  how  time-critical  this  was.” 

The  embarrassing  and  expensive  snafu  illustrates  the  dif¬ 
ficulties  of  working  as  a  team  when  your  teammates,  scat¬ 
tered  across  the  country,  are  relying  on  different  sets  of  books. 
And  it  was  j  ust  these  kinds  of  communication  problems  that 
compelled  the  Navy’s  T-45  team  and  their  Boeing  counter¬ 
parts  to  build  GOSNET,  an  extranet  that  connects  several 
hundred  Boeing  and  Navy  employees,  sharing  engineering 
and  other  data  across  state  and  organizational  lines.  Now, 
using  GOSNET,  a  Jacksonville-based  engineer  can  post  his 
repair  documents  and  diagrams  online,  and  a  mechanic  in 
Kingsville  can  start  reviewing  them  days  before  official  repair 


paperwork  makes  its  way  through  the  system.  The  latest  engi¬ 
neering  drawings  will  also  be  available  soon  over  GOSNET, 
preventing  version  problems  like  the  one  that  held  up  the 
throttle  cable  repair. 

Years  ago,  Jacksonville  explored  the  possibility  of  develop¬ 
ing  a  client/server  system  to  handle  similar  tasks.  But  access 
was  slow  for  users  outside  Jacksonville,  and  there  were  com¬ 
patibility  problems.  The  extranet’s  advantages  are  obvious. 
“All  you  need  is  a  browser,”  says  Elizabeth  Nealin,  T-45  FST 
leader  &  GOSNET  senior  project  manager.  “We  don’t  have  to 
load  special  software  on  your  system.”  Jacksonville  was  also 
able  to  pull  together  its  end  of  the  pilot  from  the  scrap  heap, 
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spending  just  $14,500  on  hardware  and  software 
for  the  pilot.  It  began  enrolling  users  in  the  pilot  in 
November  1997,  months  earlier  than  expected.  In 
conjunction  with  the  official  full  rollout  in  May  of 
this  year,  the  Navy  will  spend  another  $120,000  on 
hardware  and  software  for  the  project,  buying  sep¬ 
arate  development,  production  and  backup  servers. 

One  of  the  biggest  obstacles  in  building  the 
extranet  was  setting  up  a  secure  system.  The 


in  ra  et 


winners 


AFC  Enterprises 

AFC  On-Line 

A  business  process  redesign 
launched  this  site,  reducing 
printing  costs  and  compress¬ 
ing  time  required  to  open  the 
company's  restaurants.  The 
Development  Roadmap  assists 
in  creating  a  business  plan 
and  ordering.  Online  training 
programs  are  in  the  works. 

Allied  Van  Lines 

Agent  Notification 
System 

This  system,  developed  with 
pilot  users,  now  extends  cus¬ 
tomized  desktop  notification 
of  changes  to  shipping  and 
work  schedules  to  70  agents 
nationwide.  When  it's  rolled 
out  to  500  users.  Allied  ex¬ 
pects  to  save  $6  million  yearly 
and  improve  customer  service. 

Bay  Networks  Inc. 

BayWeb 

BayWeb  connects  6,200  em¬ 
ployees  in  90  countries,  pro¬ 
viding  immediate  access  to  the 
high-tech  manufacturer's  ben¬ 
efit  choices,  travel  arrange¬ 
ments,  purchase  requisitions 
and  training.  BayWeb  has  cut 
in-house  phone  calls  to  help 
desks  and  training  costs. 


The  B0C  Group  Inc. 
Prime 

This  intranet  has  changed 
how  the  B0C  Group,  which 
manufactures  and  distributes 
industrial  gases  and  vacuum 
technologies,  manages  tech¬ 
nology  projects  in  60  coun¬ 
tries.  Prime  has  provided 
complete  accountability  and 
audit  trails  for  annual  re¬ 
search  and  development  and 
marketing  expenses.  It  allows 
B0C  to  track  project  mile¬ 
stones,  manage  future  costs 
and  better  evaluate  the  bene¬ 
fits  of  each  project. 

The  Boeing  Co. 

Visibility  Integration 
Standard  (VISTA) 

Boeing's  intranet 
links  to  a  database 
providing  an  easy 
method  of  reporting 
project  status  company¬ 
wide.  VISTA  helps  the  com¬ 
pany  reduce  duplica¬ 
tion  and  integrate 
similar  projects  in  ■  *' 
many  different  loca¬ 
tions,  saving  time  and 
money— critical  for  a  large, 
geographically  dispersed  aero¬ 
space/defense  contractor  fac¬ 
ing  rapid  technology  changes. 


extranet  uses  SSL  encryption  and  runs  over  the  Navy’s  wide  area 
network,  to  which  Boeing  has  a  connection,  says  Rick  Lloyd,  net¬ 
work  manager  at  Jacksonville.  But  it  was  a  hassle  to  get  access 
through  every  location’s  firewall.  In  the  future,  Lloyd  says, 
Jacksonville  would  like  to  make  it  possible  for  select  people  to  log 
onto  the  site  over  the  Internet,  via  a  reverse  proxy  server. 

Parallel  Web  teams  in  Jacksonville  and  St.  Louis  run  GOSNET, 
and  the  Navy  and  Boeing  are  equal  partners  in  content  creation. 
Boeing  GOSNET  Administrator  and  Webmaster  Jeff  Maaks  notes 
that  at  times  he  and  Crawford  have  squabbled  a  bit  over  who 
would  host  what  data.  They  have  each  had  to  make  concessions, 
such  as  on  where  to  host  a  particular  data  item. 

Because  of  this  dual  control,  content  resides  on  servers  and  taps 
databases  in  both  St.  Louis  and  Jacksonville.  But  since  Jackson¬ 
ville’s  and  Boeing’s  user  directories  are  not  synchronized,  GOS¬ 
NET  users  must  log  in  twice  with  two  different  passwords  and 
user  IDs — once  when  they  want  to  access  Navy  data  and  a  sec¬ 
ond  time  when  they  want  to  access  Boeing  data. 

Even  with  the  password  hassles,  users  at  Boeing  and  the  Navy 
still  rave  about  the  system.  In  Kingsville,  George  Peterson,  a  Boeing 
aircraft  support  manager  for  the  T-45,  can  now  upload  daily  air¬ 
craft  status  reports  to  GOSNET.  That  saves  him  having  to  fax  and 
e-mail  information  on  75  jets  to  30-odd  people  in  Kingsville, 
Jacksonville  and  Patuxent  River,  where  the  Navy’s  T-45  program 
manager  resides.  And  the  fact  that  he  himself,  like  many  other  con¬ 
tent  owners,  posts  new  data  saves  Crawford  and  Maaks  having 
to  make  the  updates.  Meanwhile,  Arlen  Bowen,  an  avionics  engi¬ 
neer  in  Jacksonville,  can  track  Peterson’s  status  reports  to  check 
flight  time  and  status.  He  can  also  use  GOSNET  to  post  his  engi¬ 
neering  investigation  reports,  complete  with  digital  photos  of  dam¬ 
aged  components,  a  function  that  lets  him  share  images  with  his 
Boeing  counterparts  in  St.  Louis,  augmenting  his  pre-GOSNET 
text-messaging  method  of  alerting  them  to  a  problem.  Says  Bowen: 
“A  picture  is  worth  a  thousand  words.” 

Yesterday's  Paper 

The  Naval  Undersea  Warfare  Center  (NUWC)  Newport  Division 
is  in  the  same  post-Cold-War  boat  as  U.S.  military  installations 
around  the  world.  NUWC  Newport’s  budget  has  shrunk  from 
$1.2  billion  in  1994  to  roughly  $750  million  this  year.  And  since 
1992,  it  has  had  to  absorb  staff  from  three  other  bases  yet  cut 
^0^  the  overall  head  count  by  nearly  a  third.  “A 
vV  lot  of  what  we  do  here,”  says  Division  Com- 
V  1  nAil  mander  Captain  Stephen  Logue,  “is  a  response 
■Ji  to, ‘How  do  we  get  more  with  less?”’ 

One  way  to  do  that,  Logue  has  discovered,  is 
by  using  an  intranet.  At  NUWC,  workers  use  the 
intranet  to  order  office  supplies  delivered  over¬ 
night  to  their  desks  in  any  building  on  the  190- 
acre  campus.  The  2-year-old  intranet  has  also 
freed  up  access  to  corporate  data,  including  an 
employee  phone  list  and  an  executive  business  in¬ 
formation  system.  Running  sexual  harassment  train¬ 
ing  over  the  intranet  has  eliminated  the  need  for  the 
base’s  3,000  employees  from  having  to  sit  through  an 
afternoon-long  class — a  change  that  has  saved  $300,000  in 
1997  alone.  “It  pays  for  itself  every  day,”  Logue  says.  “It  makes 
money  for  us.” 
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Newport  had  some  technological  advantages  that  made  devel¬ 
oping  an  intranet  relatively  easy,  says  Eric  Simmons,  head  of 
Newport’s  MIS/Office  Automation  Division.  More  than  90  per¬ 
cent  of  the  base’s  3,000  employees  had  networked  computers  on 
their  desks,  and  about  two-thirds  of  the  employees  were  tech¬ 
nology-savvy  engineers  or  scientists.  Much  of  the  data  that  would 
populate  the  intranet  was  already  online,  accessible  via  a  text- 
based  system.  But  even  with  these  advantages,  there  were  cul¬ 
tural  hurdles.  In  pre-intranet  days,  users  needed  a  VAX  account 
to  access  such  information.  There  is  a  charge  for  VAX  time,  and 
business  process  owners  often  required  a  special  log-on  and  pass- 
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The  engineers  spent 
precious  hours  poring 


I 


over  engineering 


s, 


a  likely  point  of  failure. 

M 

But  they  found  none. 


word  before  users  could  access  a  particular  application.  Mary 
Lee,  head  of  the  Computer  and  Information  Services  Department, 
describes  the  prevailing  attitude  like  this:  “‘I’m  the  information 
power,  and  you  have  to  come  to  me  to  get  the  answer.’” 

The  IS  group  launched  the  data  in  May  1996.  Logue’s  com¬ 
mitment  to  openness  helped  change  people’s  thinking.  He  de¬ 
cided  the  intranet  would  be  a  good  place  to  post  his  “weeklies,” 
summaries  of  base  happenings  sent  weekly  to  his  supervisor.  User 
requests  also  spurred  data  owners  to  open  the  doors,  so  the 
intranet  could  add  access  to  things  like  an  acronyms  database,  an 
equipment  database  and  an  executive  business  information  sys¬ 
tem.  The  intranet  team  learned,  however,  that  there  is  such  a  thing 
as  too  much  openness.  When  the  HR  department  started  posting 
salaries  online,  a  battery  of  protests  persuaded  them  to  think  again. 
The  salary  information  was  removed  before  an  hour  had  passed. 

Purchasing  proved  to  be  one  of  the  intranet’s  biggest  suc¬ 
cesses.  An  old-fashioned  paper  purchase  order  could  take  up  to 
10  days  to  get  approved,  says  Michael  Miller,  head  of  the  com¬ 
mercial  acquisitions  department.  If  the  warehouse  didn’t  already 
have  the  goods  stockpiled,  the  purchasing  department  would 
place  an  order.  Warehouse  workers  would  receive  goods,  repack 
them  and  distribute  them  across  the  campus,  a  process  Miller  says 
cost  about  38  cents  for  every  dollar  of  goods  stored  and  moved. 
The  total  processing  cost  averaged  more  than  $100  per  order. 

After  investigating  purchasing  projects  at  MIT  and  NASA, 
Miller  decided  to  make  two  changes  at  Newport:  He  adopted  a 
government  bankcard  purchasing  system,  which  would  let  autho¬ 
rized  employees  make  bankcard  purchases  up  to  $2,500  (their 
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Booz,  Allen  & 
Hamilton 

Knowledge  On-Line 

This  site  helped  this  consul¬ 
tancy  move  from  a  culture  of 
knowledge-hoarding  to  one  of 
knowledge-sharing.  The  com¬ 
pany  credits  Knowledge  On- 
Line  with  increasing  publish¬ 
ing  activities  by  90  percent 
and  media  exposure  by  50 
percent.  An  IDC  study  esti¬ 
mates  the  R0I  at  1,300  per¬ 
cent  from  time  savings  alone. 

Charles  Schwab 
&  Co.  Inc. 

Schwab  Mutual  Fund 
Extranet 

This  extranet  gives  client 
companies  secure  access  to  fi¬ 
nancial  reports  and  other 
data.  Fund  managers  at  more 
than  300  companies  can 
check  transaction  data  and 
sales  figures  anytime. 

Chrysler  Corp. 

Dashboard 

Chrysler's  45,000  employees 
and  contractors  worldwide  rely 
on  Dashboard  for  everything 
from  company  news  to  com¬ 
petitive  vehicle  information, 
quality  standards  and  a  vehi¬ 
cle-build  tracking  system.  HR, 
corporate  communications 
and  IS  sponsor  the  site,  which 
receives  more  than  100,000 
hits  weekly.  Dashboard  also 
cuts  printing  costs. 

REPEAT  WINNER 

Cisco  Systems  Inc. 

Cisco  Employee 
Connection 

More  than  12,000  Cisco  em¬ 
ployees  can  use  CEC  to  en¬ 
roll  in  classes,  view  meet¬ 
ings,  submit  expenses, 
report  a  problem  to  IS, 
make  travel  arrangements, 
browse  product  catalogs  and 
order  desktop  equipment. 
Cisco  credits  its  internal 
site  with  cutting  employee 
time  on  many  such  tasks. 


Cognitive 
Communications 
Blah  Blah 

This  misnomer  of  an  intranet 
site  is  the  daily  work  tool  for 
Cognitive,  itseif  an  intranet 
developer.  Cognitive  uses  its 
own  intranet-based  applica¬ 
tion,  "Deep  Thoughts,"  for 
idea  generation  and  knowl¬ 
edge  sharing  to  track  projects 
and  application-development 
processes.  Employees  use  an¬ 
other  application,  dubbed 
"Enchilada,"  to  manage  every 
facet  of  a  project,  including 
all  time  tracking  and  staff  al¬ 
location  as  well  as  expense 
reporting  and  client  billing. 


Compaq 
Computer  Corp. 

Compaq  Services  Inline 

The  Compaq  Services  Inline 
Web  site  has  expedited  the 
handling  of  technical  assis¬ 
tance  by  about  eight  minutes 
per  call,  saving  Compaq  sev¬ 
eral  million  dollars  a  year.  It 
has  also  drastically  cut  the 
amount  of  hard  copy  and  gen¬ 
erally  improved  the  efficiency 
of  sales  and  marketing. 
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Everybody's  Talking: 

Mary  Lee,  head  of  Computer 
and  Informational  Services 
at  the  Naval  Undersea 
Warfare  Center  in  Newport, 
says  the  intranet  has 
changed  attitudes  about 
sharing  information. 


Concert 

Communications 
Services 
Concert  Connection 

Concert  Connection,  part  of  a 
four-site  suite  of  telecommu¬ 
nications  products,  is  a 
knowledge  management  tool 
available  to  Concert  employ¬ 
ees  and  distribution  partners. 
Other  related  sites  cater  to 
vendors,  customers,  media 
and  analysts.  Concert  cred¬ 
its  its  site  with  saving 
$250,000  in  printing  and 
shipping  costs  and  more 
than  $5  million  in  process 
reorganization. 


Coopers  & 

Lybrand  LLP 
KnowledgeCurve 

C&L  clients  can  hop  on 
KnowledgeCurve  for  instant 
access  to  news,  reports, 
discussion  groups,  proposal 
development  tools  and 
more.  When  selected  for  a 


50/50  award,  Knowledge- 
Curve  served  19,000 
employees;  the  Price 
Waterhouse  merger  means 
135,000  users  worldwide. 


supervisors  would  have  to  sign  the  bill  only  at  the 
end  of  the  month);  and  he  found  suppliers  who 
would  deliver  products  and  services  directly  to 
users.  Those  measures  would  relieve  some  of  pur¬ 
chasing’s  workload.  But  finance  needed  to  know 
about  purchases  as  they  happened,  so  it  could  set 
aside  the  needed  funds.  Without  a  way  to  auto¬ 
matically  notify  finance,  Newport’s  scientists  and 
secretaries  would  still  be  pushing  around  paper. 

That  was  where  the  intranet  really  helped.  Miller 
looked  at  client/server  purchasing  systems,  but 
rolling  out  software  on  every  desk  would  have  been 
a  hassle.  Buying  through  the  browser  made  more 
sense.  In  October  1996,  Miller  sought  bids  from 
GSA-scale  office  supply  companies,  hoping  to  find 
one  that  would  take  bankcard  orders  over  the  Web, 
deliver  directly  to  users  and  send  a  file  of  all  trans¬ 
actions  to  the  finance  department  nightly.  Office 
Depot  won.  By  January  1997,  NUWC  Newport’s 
intranet  added  an  “IntraMart,”  which  featured  a 
link  to  Office  Depot’s  private  Web  site.  A  link  was 
later  added  to  a  toner  supply  company,  one  with 
whom  Newport  already  had  arranged  just-in-time 
purchasing  and  direct  delivery. 

Some  people  resisted  the  bankcard  move,  Miller 
says,  because  it  meant  they  would  lose  some  of  their 
authority  and  because  they  feared  others  would 
abuse  the  system.  Miller  persuaded  them  that  the 
bankcards  would  offer  more  stringent  accountabil¬ 
ity,  pointing  out  that  reports  from  Office  Depot 
show  what  each  employee  has  bought,  and  any 
abuses  would  stand  out.  End  users,  meanwhile,  were 
thrilled  with  the  bankcards  and  online  ordering;  they  bought 
roughly  $320,000  in  supplies  from  Office  Depot  in  the  first  year 
alone.  “It’s  next  day  on  the  desk  instead  of  waiting  a  week,  two 
weeks,”  says  Linda  Cohen,  secretary  for  NUWC  Newport’s 
deputy  director.  “It’s  marvelous.” 

To  get  rid  of  paper  forms  for  other  bankcard  purchases,  the 
Web  group  unveiled  an  application  in  March  this  year  that  lets 
users  report  bankcard  purchases  over  the  intranet.  On  the 
back  end,  the  system  checks  available  funding,  provides  a 
record  of  the  purchase  and  does  all  the  handshaking  with 
finance  so  the  money  gets  earmarked  for  the  bill.  Future  plans 
call  for  adding  more  products  and  suppliers  to  the  IntraMart, 
Miller  says,  and  for  letting  users  see  and  reconcile  their 
bankcard  bills  online. 

So  far,  the  changes  have  let  Miller  cut  20  people  from  pur¬ 
chasing’s  small-contracts  group  through  attrition  and  retrain¬ 
ing.  He  has  also  cut  5  people  from  the  warehouse.  Those  cuts 
have  saved  him  more  than  $600,000.  True,  Miller  says,  the  staff 
cuts  were  made  possible  by  the  success  of  the  bankcard  system 
and  just-in-time  purchasing  contracts,  changes  he  could  have 
made  without  an  intranet.  But  without  an  intranet,  Miller’s  sav¬ 
ings  would  have  made  more  work  for  end  users.  “If  it  wasn’t  for 
the  intranet,”  Miller  says,  “I’m  not  sure  some  of  these  things 
would  have  clicked  as  quickly.” 

Senior  Writer  Sari  Kalin  can  be  reached  at  skalin@cio.com. 
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Internal  Combustion:  Most  intranets  con¬ 
serve  time  and  money.  True  winners — including 
the  50  CIO  Web  Business  intranet  honorees — gen¬ 
erate  innovation  as  well.  Here’s  a  list,  along  with 
an  under-the-hood  look  at  some  of  the  best. 

Intranet  Profile  .  2 

Mastering  Fine  Motor  Skills 

General  Electric  was  big-boned  from  birth.  It’s  the  only  com¬ 
pany  of  today’s  30  Dow  Jones  Industrials  that  remains  from  the 
original  list  drawn  up  102  years  ago.  Since  its  earliest  days  in 
the  bulbs-and-kilowatts  business  as  the  Edison  General  Electric 
Co.,  GE  has  traced  a  growth  trajectory.  Today  its  market  value 
exceeds  $275  billion — which  is  what  you’d  call  your  above- 
average  big  company. 

Because  the  scale  is  all  wrong,  most  big  companies  have  trou¬ 
ble  achieving  the  virtues  of  smallness.  (Think  of  King  Kong 
struggling  to  exercise  fine  motor  control  when  handling  Fay 
Wray.)  Yet,  now  that  more  arid  more  important  work  within 
organizations  of  all  sizes  is  accomplished  by  teams  of  as 
few  as  a  dozen  or  so  members,  the  mastery  of  “fine  motor 
skills”  is  a  crucial  capability. 

That’s  the  motive  behind  GE’s  creation  of  the  Corporate 
Initiatives  Roundtable.  Roundtable  is  a  project  of  GE’s  Cor¬ 
porate  Initiatives  Group  (CIG).  Under  the  direction  of  CIO 
Gary  Reiner,  CIG  tackles  such  large,  technology-enabled,  divi¬ 
sion-crossing  initiatives  as  Six  Sigma  quality  efforts.  Those 
time-and-resource  intensive  programs,  says  Roundtable 
Project  Leader  Wil  Nelson,  often  divert  resources  from  proj¬ 
ects  of  more  modest  dimensions.  The  goal  of  Roundtable  was 
to  create  a  suite  of  online  applications  and  resources  that 
would  help  meet  the  demand  for  the  kinds  of  Web-enabled 
capabilities  that  fall  outside  the  scope  of  the  broader  CIG 
projects. 

“What  we  try  to  do,”  says  Nelson,  “is  create  tools  that  help 
people  build  their  own  applications.”  Among  those  user-built 
apps  is  the  Sourcing  Information  Collection  Center — a  dynamic- 
database  application  through  which  a  small  team  of  “sourcing 
professionals”  (the  group  that  manages  supplier  compliance 
with  GE’s  standards  of  quality  and  efficiency)  collect  and  ana¬ 
lyze  data  on  supplier  performance.  Says  Nelson,  “If  someone 
can  fill  out  a  form,  they  can  create  one  of  these  applications.” 
That  means  users  can  define  their  fields  of  inquiry  on  their  own. 
Under  older  development  models,  they  would  be  stuck  with  a 
form  that  was  freeze-dried  and  inflexible. 

Featured  among  other  Roundtable  applications  is  a  “con¬ 
ference  management  center”  where  teams  planning  live  events 
can  get  full-featured  logistics  support  for  everything  from  reg¬ 
istration  to  catering.  Roundtable  is  soon  to  launch  a  “Re¬ 
source  Center”  enabling  all  GE  employees  to  find  informa¬ 
tion  relevant  to  their  needs  and  interests.  Consequently,  says 
Nelson,  the  site  will  support  a  high  degree  of  personalization, 
featuring  the  Amazon. com-like  ability  to  make  recommen- 


intranet 

I  winner 


Digital 

Equipment  Corp. 

Digital  Intranet 
Home  Page 

Digital's  intranet  is  huge  and 
useful:  1.3  million  pages, 

3,200  servers,  100,000  IP 
nodes.  More  than  55,000  em¬ 
ployees  worldwide  access  not 
just  newsletters  and  directories 
but  also  information  on  leader¬ 
ship,  brand  awareness,  busi¬ 
ness  ethics  and  lifelong  learn¬ 
ing.  Digital  saves  $1  million 
annually  by  automating  its 
cost-center  billing  process  and 
reducing  monthly  invoices. 


The  Dow 
Chemical  Co. 

Dow  Intranet 

This  site,  providing  online  HR 
functions  and  serving  partners 
and  vendors,  receives  40,000 
to  75,000  accesses  daily.  The 
company  says  the  intranet 
saved  $450,000  annually  in 
printing  costs.  Putting  stan¬ 
dardized  company  presenta¬ 
tions  online  saves  $300,000. 

General  Electric 

GE  Capital  Real  Estate 

This  intranet,  with  800  users, 
has  virtually  eliminated  costs 
of  producing  many  internal 
communications  and  provided 
on-demand  portfolio  analysis 
and  market  research.  By  au¬ 
tomating  workflow  processes, 
the  company  cut  the  time  ana¬ 
lysts  need  to  close  deals. 


General  Electric 

GE  Corporate  Initiatives 
Roundtable 

Last  year,  it  took  a  GE  pro¬ 
grammer  six  business  days 
to  develop  an  application  to 
allow  employees  to  register 
for  online  conferences.  This 
year,  thanks  to  tools  on  this 
intranet,  a  secretary  can  do 
the  same  job  in  15  minutes. 
Employees  can  also  use  the 
Roundtable  to  plan  and  man¬ 
age  company  events,  hold  vir¬ 
tual  conferences  online, 
create  and  distribute  online 
surveys  and  share  resources 
with  coworkers. 

Harvard 

Business  School 

HBS  Intranet 

All  faculty  and  students  can 
access  this  state-of-the- 
art  curriculum  manage¬ 
ment  system.  Pro¬ 
fessors  can  add  or 
delete  content,  in¬ 
cluding  audio  and 
video  files;  students  can 
create  dynamic  pages.  The 
prestigious  institution  says 
its  site  is  so  integral  to  learn¬ 
ing  that  all  faculty  members 
and  all  students  log  on 
several  times  a  day. 

Houston 
Industries  Inc. 
EMSweb 

This  utility's  site  provides 
real-time  information  for  op¬ 
erators,  fuel  buyers,  transmis¬ 
sion  dispatchers  and  other 
internal  customers  who  need 
fast,  accurate  data  to  make 
buying  and  business  deci¬ 
sions.  The  Web  site,  which 
replaced  $500,000  worth  of 
legacy  hardware,  makes  data 
easily  accessible  even  to 
people  working  offsite  or  at 
home.  And  by  creating  a  sin¬ 
gle  repository  for  information, 
it's  saved  time  previously 
spent  on  data  entry. 
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dations  based  on  prior  usage.  Nelson  observes 
that  on  a  commercial  site  like  Amazon.com,  the 
goal  is  to  get  customers  to  buy  something  they 
might  not  otherwise  have  bought.  On  an  intranet, 
the  goal  is  to  serve  up  information  people  might 
not  otherwise  have  found. 


And  that,  from  a  knowledge  management  perspective,  is  the 
height  of  fine  motor  control.  -Lew  McCreary 
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InControl  Inc. 

InControl 

The  site  has  helped  this  medi¬ 
cal  device  manufacturer  take 
project  management  to  new 
levels  of  efficiency.  Notifica- 
tfSn  and  response  times  went 
from  10  days  to  1,  savings  are 
estimated  at  $1  million  and  an 
automated  help  page  cut  cus¬ 
tomer  response  time  in  half. 

Ingram  Micro 
Ingram  Micro  U.S. 
Reseller  Business  Center 

This  Internet/intranet  site, 
which  catalogs  more  than 
75,000  products,  allows 
users  to  search  for  items, 
check  inventories  and  place 
orders  in  real-time.  With 
about  45,000  monthly  users, 
Ingram  Micro  saves  more 
than  $1  million  a  year  in 
telecommunications  costs. 


Lockheed  Martin 
Enterprise 
Information 
Systems 

Stats  tell  the  story:  Using  400 
servers,  the  aerospace-defense 
contractor's  intranet  connects 
110,000  employees  in  50 
businesses,  offering  software, 
employee  and  product  direc¬ 
tories,  human  resources 
materials,  training,  software 
and  other  resources  online. 
Estimated  R0I  on  HR  policies 
and  procedures  application 
alone  is  1,500  percent. 


Managers  at  Cognitive  Communications  Inc.  in  New  York  City 
expect  company  employees  to  spend  hours  on  Blah  Blah,  hang¬ 
ing  out  at  The  Mudpit  and  nibbling  at  pieces  of  Enchilada. 
Cognitive,  you  see,  is  in  the  business  of  building  intranets.  Blah 
Blah  is  the  company’s  own  intranet,  and  The  Mudpit  and 
Enchilada  are  two  of  its  applications. 

Blah  Blah  keeps  company  know-how,  best  practices  and  tech¬ 
nical  expertise  from  falling  by  the  wayside.  And  because 
Cognitive  is  a  provider  of  intranet  and  application  development 
services,  its  own  intranet  serves  as  a  proving  ground  for  new  ideas 
and  technologies.  Principal  David  Leveen  believes  there’s  no  bet¬ 
ter  way  to  see  whether  a  solution  will  work  for  clients. 

“We  used  to  have  a  shared  file  system  with  information  that  was 
fairly  easy  to  find,”  Leveen  says.  Easy,  that  is,  if  you  were  at  home 
in  the  arcane  world  of  files  whose  cryptic  names  revealed  little  about 
their  contents.  Aiming  to  create  a  more  inclusive  environment, 
Cognitive’s  intranet  extended  knowledge  access  to  such  “non¬ 
technical”  people  as  the  32-person  company’s  administrative  per¬ 
sonnel.  At  the  same  time,  Leveen  quips,  “there’s  a  lot  of  hot  air  at 
this  company.”  With  that  in  mind,  Cognitive’s  jokesters  dubbed 
their  intranet  Blah  Blah. 

Blah  Blah,  however,  is  anything  but  white  noise.  Covering  every 
aspect  of  project  management  and  intranet  development,  employ¬ 
ees  turn  to  Blah  Blah  for  the  latest  programming  tips  as  well  as  for 
the  skinny  on  effective  marketing  techniques.  Project  members 
check  online  team  rooms  for  all  information  relating  to  their  ini¬ 
tiatives.  And  new  employees,  needing  to  get  up  to  speed,  find  the 


The  Blahs:  Blah  Blah 
Principal  David  Leveen 
says  employees  use  the 
oddly  named  intranet  to 
nd  the  latest  program¬ 
ming  tips  as  well  as 
arketing  techniques. 


IntelSat 
IntelSat  Business 
Network  (IBN) 

A  global  satellite  communi¬ 
cations  provider,  INTELSAT 
uses  its  intranet  to  build 
strong  customer  relationships 
with  customers  in  more  than 
200  countries  and  territories. 
Online  offerings  enforce  the 
sense  of  community.  IBN 
gives  real-time  access  to 
available  satellite  inventory 
and  online  ordering. 


intranet 


abling  employees  to  do  side- 
by-side  self-service  compar¬ 
isons.  Soon  to  be  incorporated 
into  a  larger  Lucent  site  known 
as  iON.HR,  Benefits  Central  of¬ 
fers  personalized  content  and 
helps  build  corporate  identity. 


team  rooms  most  useful.  “New  associates  can  go  back  and  see  the  old 
budget  reports  and  project  proposals,  even  the  initial  PowerPoint  pre¬ 
sentations  we  created  to  win  the  account,”  says  Nancy  Siegel,  vice  pres¬ 
ident  of  operations. 

Employees  use  a  work-tool  application  called  Enchilada  (as  in  “the 
whole  enchilada”)  for  filling  out  expense  reports,  logging  time  sheets, 
figuring  schedules  and  managing  budgets. 

In  The  Mudpit,  a  forum  fo¬ 
cused  on  works  in  progress,  proj¬ 
ect  designers  invite  coworkers’ 
comments  through  threaded  dis¬ 
cussions.  Recently,  a  Java  pro¬ 
grammer  posted  a  home-page 
design  with  drop-down  screens 
and  then  requested  feedback: 

Did  the  screens  accommodate 
the  graphic  design?  How  did 
they  look  on  various  computer 
systems?  “The  specific  team 
associated  with  the  project  con¬ 
tributed  to  the  discussion,  but  it 
went  beyond  that,”  says  Leveen. 

“There  was  feedback  from  all 
over  the  company,  including  the 
receptionist,”  and  questions  pro¬ 
vided  designers  with  just  the 
user’s  point  of  view  they  were 
seeking.  -Megan  Santosus 


win 


Lucent 

Technologies  Inc. 

Lucent  Benefits  Central 

This  site  automated  benefits 
enrollment  transactions,  en- 
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World  Wide 
Wellness 


Given  the  percentage  of  annual 
revenues  most  businesses  devote 
to  employee  health  benefits 
coupled  with  the  faster-than- 
inflation  growth  in  health-care 
costs,  it’s  not  surprising  that 
some  intrepid  Web  innovators 
would  come  up  with  an  appli¬ 
cation  aimed  at  controlling  the 
cost  of  benefits.  In  this  regard, 

Siemens  Business  Communica¬ 
tions  Systems’  Wellness  Incentive 
Program  (WIP)  on  the  company 
intranet,  RouteOne,  appears  to 
be  breaking  new  ground. 

Quite  a  few  companies  have  created  omnibus  HR  and  benefits 
information  sites,  but  we  know  of  no  other  initiative  that  actually 
delivers  a  health  benefits  program  over  its  intranet.  At  heart,  WIP  is 
an  eight-week  online  behavior-modification  regimen  for  which  par¬ 
ticipating  employees  receive  credits  toward  their  share  of  dental, 
medical  and  life  insurance  costs. 

Getting  employees  to  live  healthier  lifestyles  is  a  proven  tech- 


Health  and  Wealth: 

John  Deex,  Siemens' 
manager  of  corporate 
health  and  wellness 
services,  says  the 
company's  online 
Wellness  Incentive 
Program  decreased 
sick  days  and  cost 
$170,000  less  than 
the  day-long  program 
that  it  replaced. 


ner 


Marketing  Specialists 

The  Market  Place 

The  Market  Place,  a  nationwide 
information  resource  for  4,500 
employees,  reduces  information 
overload  by  providing  a  single 
interface  for  retrieving  and 
viewing  data  from  widely  dis¬ 
tributed  sources,  saves  money 
by  publishing  internal  docu¬ 
ments  online  and  streamlines 
the  purchasing  process  through 
a  secure  capital  expenditure 
request  system. 

MCI  Communications 
Corp. 

The  Source  Online 

The  telecom  giant's  HR  intranet 
offers  next-wave  employee  self- 
service.  More  than  60,000  work¬ 
ers  access  personal  payroll, 
benefits,  training  and  financial 
information.  Many  units  offer 
Web-based  performance  evalua¬ 
tions  or  distribute  raises  and 
stock  awards  online.  The  source 
saves  tens  of  millions  yearly. 
MCI's  next  step:  a  paperless 
process  and  environment. 

Millipore  Corp. 

@Millipore 

Millipore,  maker  of  purification 
products  for  scientific  and 
chemical  markets,  offers 
another  refined  product  in 
its  intranet  with  self-service 
applications  like  reporting 
expenses,  ordering  business 
cards,  arranging  travel  and 
getting  information  from  more 
than  120  separate  corporate 
databases,  35  of  which  are 
available  via  push  technology. 

Mutual  of  New  York 

MONY  Insight 

By  outlining  goals  and  finding 
features  to  fit,  MONY  and  Propel 
Technologies  Inc.  developed  an 
information  hub  for  MONY's 
home  office  and  field  sales  em¬ 
ployees.  The  intranet,  with  more 
than  192,000  hits  in  January, 
has  5,000  pages,  including  on¬ 
line  forms  and  sales  tools. 
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nique  for  managing  medical  costs,  and  WIP  has 
proved  more  effective  than  traditional  pro¬ 
gram  formats.  Not  only  did  the 
“cyberwellness”  approach  cost  a 
mere  $30,000  ($170,000  less  than 
the  “live”  one-day  program  it 
replaced),  but  John  Deex,  Siemens’ 
manager  of  corporate  health  and 
wellness  services,  credits  it  with  a 
higher  observable  impact  than  that 
of  earlier  initiatives. 

“Making  measurements  is  diffi¬ 
cult,”  acknowledges  Deex,  who  led  a  cross-functional  team  in  de¬ 
signing  the  inaugural  Web-based  campaign.  “We’ve  had  to  make 
inferences  about  the  program’s  success.  So  we  look  at  such  things 
as  a  3  to  5  percent  decrease  in  absenteeism  due  to  illness  compa¬ 
nywide  [since  launching  WIP].”  Deex  also  cites  a  12  percent  in¬ 
crease  in  employee  participation  in  such  reimbursable  activities  as 
health-club  memberships,  nutrition-education  programs  and  en¬ 
rollment  in  aerobics  and  kick-boxing  classes  at  Siemens’  own  recre¬ 
ation  center.  “Every  class  is  filled,”  he  says. 

A  one-day  seminar  and  questionnaire-based  employee  wellness 
audit  preceded  WIP.  But,  says  Deex,  “single-time  events  just  don’t 
wdrk  anymore. ...  Ideally,  you  want  to  promote  activity  over  a  period 
of  six  months  to  gain  the  ultimate  commitment  of  the  individual  in 
terms  of  behavior  change.” 

The  initial  eight-week  program  offered  modules  addressing  nutri¬ 
tion,  fitness  and  stress  management.  A  second  campaign  debuted  in 
late  April  with  three  more  modules:  “Recipes  for  Life”  (says  Deex, 
“Your  grandma’s  recipes,  only  with  more-healthful  substitute  ingre¬ 
dients”),  “Is  Your  Home  Hazardous  to  Your  Health?”  (tips  on  main¬ 
taining  a  safe  home  environment)  and  “Pains,  Strains  and  Sprains” 
(prevention  of  repetitive  and  one-time  stress  injuries). 

According  to  Deex,  Siemens  Business  Communications  Systems’ 
commitment  to  employee  health  initiatives  predates  its  acquisition  by 
Siemens.  Besides  helping  to  lower  the  cost  of  health  benefits,  Deex  says 
Siemens’  culture  of  concern  for  wellness  promotion  is  a  factor  in  attract¬ 
ing  and  retaining  high-caliber  people. 

“We  do  risk  management,”  says  Deex,  “in  the  broadest  possi¬ 
ble  sense.”  -Lew  McCreary 
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Banking  on  the  Future 

When  word  came  down  from  the  chairman  of  National  City  Corp.  that 
the  bank  needed  to  eliminate  barriers  across  operations,  Ron  Aderhold 
sprang  into  action.  Aderhold,  vice  president  of  Internet  e-commerce 
technologies  and  strategies  for  the  Cleveland-based  financial  services 
company,  spearheaded  the  creation  of  an  enterprisewide  intranet.  “As 
part  of  the  [company  chairman’s]  initiative,  we  had  to  break  down  silos 
not  only  between  organizations  but  among  product  groups,  geogra¬ 
phies  and  back-end  systems  of  information,”  Aderhold  says.  The  idea 
was  to  take  a  cross-cut  of  National  City’s  retail,  corporate  and  trust 
groups  and  refocus  attention  on  customers  rather  than  on  operations. 

In  addition,  National  City  has  a  habit  of  growing  by  acquisition: 
Over  the  past  six  years,  its  assets  have  tripled  to  $55  billion.  With 


National  City  Corp. 
Gateway 

When  this  financial  services 
company  acquires  other  busi¬ 
nesses,  its  intranet  is  a  reposi¬ 
tory  for  relevant  information. 
Searchable  by  keyword,  the  in¬ 
tranet  offers  a  major  improve¬ 
ment.  And  with  its  standard¬ 
ized  information,  Gateway's 
an  effective  way  of  introduc¬ 
ing  newcomers  to  the  compa¬ 
ny's  culture. 

Naval  Aviation 
Depot  Jacksonville, 
T-45  Fleet  Support 
Team 

GOSNET:  The  T-45  Extranet 

GOSNET  focuses  on  the  T-45 
Goshawk,  a  student  training 
jet.  The  extranet  lets  the  Navy's 
T-45  fleet  support  team  share 
data  with  The  Boeing  Co.,  the 
jet's  lead  contractor.  Launched 
at  minimal  cost,  GOSNET  has 
improved  collaboration,  broad¬ 
ened  data  access  and  stream¬ 
lined  processes. 

Naval  Undersea 
Warfare  Center, 
Division  Newport 
NUWC  Division  Newport 
Intranet 

Conducting  mandatory  train¬ 
ing  over  the  intranet  has 
saved  this  Naval  R&D  Center 
$300,000  per  year,  while  an 
online  paperless  purchasing 
system  for  office  products 
saves  over  $100  per  order.  The 
intranet  also  gives  access  to 
information  in  existing  corpo¬ 
rate  databases,  reaching 
3,000  employees  and  1,000 
contractors  at  eight  sites. 


NCR  Corp. 

NCR  Net 

In  addition  to  the  standard 
com pariy wide  intranet  in¬ 
formation,  NCR  Net  offers 
10  "community  desktops" 
with  resources  for  special¬ 
ized  audiences,  such  as  part¬ 
ners,  distributors  and  sales¬ 
people.  Content  owners  take 
responsibility  for  content  cre¬ 
ation,  with  no  HTML  expertise 
required.  Testimonials  indicate 
strong  user  satisfaction. 


Newaygo,  Mich., 
School  District 
Newaygo  Public  Schools 
Intranet 

Students,  teachers  and  par¬ 
ents  can  check  this  western 
Michigan  school  system's 
intranet  for  information  from 
cafeteria  lunch  listings  to 
football  schedules  to  atten¬ 
dance  records.  The  site  gets 
extra  credit  for  using  students 
to  help  design  and  run  the 
site,  doing  its  part  to  prevent 
the  projected  21st  century  IT 
worker  shortage. 

Nortel 

(Northern  Telecom) 
IS  Department 
CyberShop 

An  IS  team  created 
CyberShop,  a  virtual-reality 
laboratory,  which  uses 
Nortel's  giant  intranet  to  mar¬ 
ket  IS  capabilities  to  employ¬ 
ees  worldwide.  By  donning  VR 
helmets,  users  can  travel 
through  "rooms"  to  view  IS 
products  and  services.  The 
effort  has  achieved  the  de¬ 
partment's  goal  of  attracting 
new  internal  business. 


56  CIO  WEB  BUSINESS  •  SECTION  2  /  JULY  1,  1998 


http://webbusiness.cio.com 


Did  You  Know... 

Turnover  of  key  executives 
in  large  outsourcing  deals 
approaches  60%! 


Turnover  Rate 


Retention  Rate 


How  do  vendors  and  end  users  maintain  a 
healthy  relationship  despite  high  rates  of 

executive  turnover? 


Answers  to  this  and  other  outsourcing  questions 
can  be  found  in  the  TBI/IDC  Outsourcing  Study: 

Report  #1:  Lessons  Learned:  The  Benefits  and  Pitfalls  of  Information 
Systems  (IS)  Outsourcing 

Report  #2:  A  Report  Card  on  the  Performance  of  Information 
Systems  (IS)  Outsourcing  Contracts 

Report  #3:  Critical  Success  Factors  for  Information  Systems  (IS) 
Outsourcing  Relationships 

Report  #4:  The  Status  of  IS  Outsourcing  Contracts:  A  Performance 
Update  and  View  into  the  Future  (Summary  Report) 

Purchase  Options:  $3,500  ail  four  reports 
$1,500  each  individual  report  •  $499  summary  report  only 

To  Order:  Cheryl  Toffel:  (508)  935-4389  •  ctoffel@idcresearch.com 
For  more  information  on  TBI:  visit  www. tbicentral.com  •  (201)  573-0400 


TECHNOLOGY  &  BUSINESS  INTEGRATORS 


Due  to  the  complexity  and 
strategic  significance  of  these 
groundbreaking  reports,  TBI 
will  sponsor  a  national  tour  to 


The  complete  set  of  studies 

will  be  available  for  purchase 
. _ _  . 


Tear  Down  the  Wall:  Ron  Aderhold,  VP  of  Internet  e-commerce  technologies 
and  strategies,  built  an  intranet  to  eliminate  barriers  between  operations  at 
National  City  Corp. 

employees  scattered  in  five  states,  National  City  has  designed 
Gateway,  its  intranet,  to  foster  a  sense  of  community. 

For  example,  to  smooth  the  integration  of  cultures,  product  lines 
and  systems,  Gateway  hosts  a  password-protected  consolidations 
community  for  employees  overseeing  processes  associated  with 
each  acquisition.  “When  we  acquire  another  bank  we  have  to  inte¬ 
grate  back-  and  front-end  systems  in  six  to  nine  months,”  Aderhold 
says.  “The  [consolidations]  community  serves  as  a  repository  for 
deliverables  and  all  the  project  management  time  frames  that  are 
part  of  a  consolidations  project.” 

Before  Gateway  went  live  in  December  1997,  the  bank  housed  such 
information  in  shared  subdirectories  on  a  network,  which,  Aderhold 
admits,  was  so  poorly  organized  it  wasn’t  very  useful.  On  Gateway, 
however,  the  file  repository  is  completely  searchable  by  keyword. 

But  even  having  information  easily  accessible  isn’t  enough, 
Aderhold  says.  And  soon,  project  managers  will  be  able  to  use 
Gateway  to  inform  employees  electronically  about  project-critical 
assumption  documents  and  to  keep  track  of  who  has — and  who 
hasn’t — read  the  information.  S 

Putting  the  assumption  documents  online  is  proving  useful  in  < 
this  year’s  integration  with  First  of  America  Bank  Corp.  By  validat-  § 
ing  that  all  project  employees  read  specifically  designated  documents, 
Gateway  ensures  that  everyone’s  efforts  are  coordinated  and  directed 
to  meeting  deadlines.  For  example,  if  a  marketing  manager  creates  J 


ranet 


The  Prudential 
Insurance  Company 
of  America 
Prudential  Real  Estate 
Affiliates  Center 

This  intranet  serves  a  net¬ 
work  of  widely  dispersed 
agents  and  field  staffers, 
providing  news,  a  "people 
and  office  locator,"  a  discus¬ 
sion  forum,  a  business  re¬ 
source  center  and  a  catalog 
of  products  and  services. 
Prudential  saves  at  least 
$170,000  annuaLly,  mostly 
on  paper-related  expenses. 

Reliance 
Group  Holdings 
RelNet 

More  than  3,500  employees 
at  two  Reliance  companies 
use  RelNet  as  a  common 
knowledge  repository. 

RelNet  is  home  to  several 
critical  applications,  includ¬ 
ing  a  risk  management  sys¬ 
tem,  a  time-and-attendance 
system  and  a  document 
management  system.  RelNet. 
is  expected  to  save  $15  mil¬ 
lion  in  application  develop¬ 
ment  and  deployment  costs 
over  the  next  five  years. 

SBC  Communication 
Inc. 

Corporate  Intranet 

SBC's  intranet  was  launched 
with  the  dual  goals  of 
streamlining  internal  opera¬ 
tions  and  facilitating  em¬ 
ployee  communications. 
Information  about  benefits, 
job  opportunities,  personal 
finance  and  operations  is  or¬ 
ganized  by  business  unit. 
Each  month,  90,000  employ¬ 
ees  access  the  intranet  for 
information,  saving  the  com¬ 
pany  $2.5  million  in  printing 
and  distribution  costs. 


REPEAT  WINNER 

Perot  Systems 
The  Real-Time  Associate 
Information  Network 
(TRAIN) 

This  site  has  added  benefits 
enrollment  and  online  pro¬ 
curement  support  to  a  full 
complement  of  self-service 
applications,  including 
online  training,  orientation 
and  skills  databases. 

Officials  credit  TRAIN  with 
improving  efficiency,  saving 
staff  time,  cutting  costs  and, 
above  all,  helping  the  com¬ 
pany's  corporate  culture  re¬ 
main  stable  even  as  its 
workforce  rapidly  expands. 


Progress  Software 
Gorp. 

Progress  Enterprise 
Solution  Catalog 

Both  an  extranet  and  a  pub¬ 
lic  Web  site,  this  site  pro¬ 
vides  product  and  business 
partner  referrals  in  eight  lan¬ 
guages.  Its  content  also 
feeds  and  updates  a  CD-ROM 
catalog  that  allows  power 
users  to  search  offline.  The 
Web-based  catalog  cut  costs 
by  46  percent  in  its  first 
year,  saving  $250,000  in 
project  administration,  data 
collection,  printing  and  dis¬ 
tribution  costs. 


North  American 
Power  and  Per-Se 
Technologies 

World  Wide  Retail  Energy 
exchange 

This  site  lets  energy  suppliers 
bid  for  buyers  based  on 
anonymous  online  customer 
profiles  that  include  power- 
consumption  summaries  and 
other  information.  Customers 


save  on  energy  costs. 

Suppliers  save  on  sales  and 
marketing  costs  by  instant  ac¬ 
cess  to  qualified  buyers.  North 
American  Power,  which  for¬ 
merly  did  matching  by  hand, 
saves  on  personnel  costs. 


j 
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Learn  How  Other  Organizations  Are 

Managing,  Using  and  Deriving  Business  Value 

From  Intranets  and  the  Internet 


In  its  most  recent  CIO  ConsultWare  Series,  CIO  Communications  and  ICEX  Research 
have  produced  another  valuable  resource  for  IT  policy  makers  and  implementers.  Mastering 
Your  Intranet/Internet:  Policies,  Procedures  &  Best  Practices  truly  lives  up  to  the  promise  of  its 
title,  presenting  a  comprehensive  and  critical  study  of  the  realities  of  Intranet  and  Internet 
usage  within  corporations.This  report  presents  a  valuable  example  of  how  IT  organizations 
can  successfully  adapt  their  traditionally  rigorous  IT  practices  to  the  realities  of  corporate 
Intranet  and  Internet  usage. 


Corporate  Internet  Usage  Policies:  What  kinds  of 
companies  have  implemented  corporate  Internet  policies 
and  why?  What  do  such  policies  cover?  How  are  they 
enforced? 

Process  for  Setting  and  Managing  Internet  Use 

Policies:  Who  is  responsible  for  setting  and  enforcing  poli¬ 
cy?  What  are  the  challenges  facing  companies  that  implement 
Internet  policies?  How  are  such  policies  communicated? 
Security  and  Policy  Enforcement:  Is  monitoring  effec¬ 
tive?  What  sanctions  have  been  imposed  for  improper  use? 
Breakdown  By  Size  and  Industry:  How  does  annual 
revenue  and  size  of  company  affect  Internet/Intranet  policy 
making  and  procedures?  Are  different  industries  doing 
different  things? 


Corporate  Intranet  Practices:  How  is  Intranet  content 
managed?  How  are  Intranets  being  used,  and  what  are  the 
results?  Who  pays  for  Intranets? 

Corporate  Web  Practices:  Who  is  responsible  for 
designing,  developing,  and  managing  corporate  Web  sites? 
How  are  companies  currently  using  their  Web  sites?  What 
have  been  the  business  results? 

For  $1,495  (plus  $1  I  shipping  and  handling),  you’ll 
receive  the  80+  page  report  and  a  disk  containing 
a  sample  memo  to  your  employees,  a  sample  policy 
document  and  a  PowerPoint  presentation.  Please 
contact  Dot  Caspersen  at  508  935-4040  or 
research@cio.com  to  order  a  copy.  Or  fax  the 
enclosed  order  form  to  508  879-1957. 


CIO 


CIO  COMMUNICATIONS,  INC. 

492  Old  Connecticut  Path 
Framingham,  MA  01701 
(508)  872-0080  •  www.cio.com 


An  IDG  Company 


Mastering  Your  Intranet/Internet:  Policies,  Procederes  &  Best  Practices 


□  Please  send  me  the  “Mastering  Your 
Intranet/Internet:  Policies,  Procedures 
&  Best  Practices”  study. 

Please  mail  this  order  form  to 
CIO  Communications,  Inc., 

492  Old  Connecticut  Path, 
Framingham,  MA  01701  or  fax  to 
508  879-1957. 

□  Please  bill  me.  P.O.  required 

P.O.# _ 

□  I’ve  enclosed  a  check  for  $1,495  plus 
$1  I  for  shipping  and  handling 

□  Please  charge  my  credit  card. 

Card  _ 

No. _ 

Exp.  Date _ 


Name 


Title 


Company 


Address 


City 


Telephone  No. 


State 


Zip 


Fax.  No. 


Email 


intranet 


a  schedule  based  on  a  network  manager’s  finishing  a  project  by  April 
15,  everyone  else  should  be  aware  of  how  his  or  her  own  deadlines 
affect  all  other  aspects  of  the  project. 

“The  real  benefit  comes  with  the  next  consolidation,”  Aderhold 
says.  “We  already  have  a  community  that  contains  planning  assump¬ 
tions  about  how  products  are  going  to  merge  and  how  marketing  is 
going  to  merge.  We  have  a  record  available  from  day  one  on  what 
worked  well  and  what  didn’t,  so,”  he  adds  with  some  confidence, 
“we  don’t  have  to  begin  from  scratch.”  -Megan  Santosus 
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Intramural  Communication 

Like  Silicon  Valley’s  high-tech  workers  and  Wall  Street’s  financial 
experts,  teachers  and  administrators  in  the  Newaygo  (Mich.)  Public 


Siemens  Business 

Communication 

Systems 

RouteOne 


Siemens  conducted  its 
Wellness  Incentive  Program 
over  its  intranet.  Employees 
earned  credits  toward  health 
insurance  by  accessing  online 
lessons  about  stress  manage¬ 
ment,  exercise  and  nutrition. 
Siemens  reports  75  percent  of 
6,000  employees  partici¬ 
pated,  saving  $170,000. 


School  Ties:  Shawn  Flock,  technology  coordinator  at  Newaygo  Public  Schools,  and 
Rick  Mislan,  now  technology  director  for  Fremont  Public  Schools,  used  a  team  of 
30  high  school  students  to  create  a  popular  school-systemwide  intranet. 


Schools  spend  the  first  few  minutes  of  each  school  day  logged  onto 
the  school  district’s  intranet. 

“It  started  as  a  way  to  save  paper,”  says  Rick  Mislan,  creator  of  the 
intranet.  Mislan,  now  technology  director  for  a  rival  district  in 
Fremont,  Mich.,  recalls  that  in  Newaygo,  “we’d  put  two  student  work¬ 
stations  and  a  teacher  workstation  in  every  classroom,  and  everybody 
started  to  print  everything  out.  When  we  noticed  paper  costs  were 
going  up,  that  was  our  cue  to  put  all  that  information  on  the  Net.” 


Slayton 

International  Inc. 

IICNet 

A  Web-enabled  Notes  applica¬ 
tion  connects  35  of  Slayton's 
executive  search  offices  world¬ 
wide.  The  application  enables 
collaboration.  The  Web  appli¬ 
cation  cost  $35,000,  com¬ 
pared  with  the  $150,000  price 
for  a  relational  database  ver¬ 
sion  of  the  same  application. 


Sprint  PCS 

ConnectED 


Rapid  deployment  is  a  watch¬ 
word  of  intranet-based  appli¬ 
cations,  and  Sprint's  site  is  no 
exception.  Completed  six 
months  ahead  of  schedule, 
this  600-user  operation  gives 
users  access  to  more  than  120 
company  financial  reports  and 
publishes  more  than  20,000 
HTML  pages— nightly. 


Star  Enterprise 

DotWeb 

Star  Enterprise's  wholesalers 
purchase  millions  of  dollars 
worth  of  fuel  daily  based  on 
pricing  information  delivered 
by  subsidiaries  of  Texaco  Inc. 
and  Saudi  Aramco.  The 
Starbase  system  offers  indi¬ 
vidual  real-time  pricing  infor¬ 
mation  to  each  wholesaler 
where  and  when  they  need  it. 


Sun 

Microsystems  Inc. 

SunWeb 

SunWeb  simplifies  access  to 
the  millions  of  HTML  pages  on 
Sun's  intranet.  SunWeb  in¬ 
cludes  a  comprehensive  alpha¬ 
betical  index  for  everything 
from  PR  documents  to  health¬ 
care  forms  to  network  statisti¬ 
cal  reports.  A  search  engine 
indexes  content  in  all  5  mil¬ 
lion  online  documents,  includ¬ 
ing  Postscript  and  PDF  files. 


Toshiba  America 
Information 
Systems  Inc., 
Electronic  Imaging 
Division 
Internet  FYI 
Employees,  dealers  and  dis¬ 
tributors  build  strong  rela¬ 
tionships  on  this  electronic 
commerce  and  informational 
site.  Web  technology  simpli¬ 
fies  ordering  of  more  than 
40,000  spare-part  SKUs  for  fax 
machines  and  copiers,  enables 
overnight  shipping  and  saves 
time,  money  and  headaches. 


: 
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DON'T  LET  THE  DESKTOP 
SLOW  YOU  DOWN. 


The  PC  is  a  necessary  evil.  But  to  your  users  it  can  feel  like  more  trouble  than  it's  worth. 
They  wait  for  repairs.  They  wait  for  applications.  They  wait  for  upgrades. 

If  they  could  stop  waiting,  they  could  get  working. 

Introducing  Z.E.N.works"  from  Novell®. 


Z.E.N. works  allows  the  IS  department  to  manage  applications  and  upgrades  from  a  single  location. 

Users  click  on  an  icon  and  the  application  loads  itself. 

When  an  application  is  broken  it  locates  the  problem  and  repairs  itself  from  the  network  copy, 
often  without  the  user  being  aware  that  anything  was  wrong. 

If  the  user  has  a  problem  with  their  desktop,  they  can  click  on  an  icon  to  connect  to  the 
appropriate  person  and  demonstrate  the  problem  remotely. 

Z.E.N.works  leverages  the  power  of  Novell  Directory  Services™  so  that  users  have  a  digital  persona  with  their 
unique  combination  of  access,  preferences  and  applications,  regardless  of  which  desktop  they  use. 

In  other  words,  you  get  the  benefits  of  an  NC  from  your  PC. 

To  see  how  a  networked  desktop  can  end  the  waiting 
and  make  your  users  more  productive,  check  out  our  Z.E.N.works  trial  CD. 

Just  visit  us  at  www.novell.com/zencd 


Novell 


Z.  E.  N.  W 


Today,  all  Newaygo  staff  members  and  students  have  accounts  on 
the  system.  “Our  intranet  started  out  because  people  wanted  to  find 
out  about  sports  events  and  scores,  and  gradually  it  grew,”  says 
Shawn  Flock,  Newaygo’s  technology  coordinator.  Flock  and  his 
three-person  staff  work  with  a  “tech  team”  of  30  high  school  stu¬ 
dents.  The  team  coordinator,  a  high  school  senior  whose  service  con¬ 
stitutes  one  aspect  of  the  vocational-education  program,  interviews 
and  selects  the  other  team  members.  As  a  group,  students  oversee  the 
site’s  structure  and  design,  ensuring  that  it  runs  smoothly  and  setting 
standards  for  content. 

In  addition  to  attendance  records,  the  site  provides  daily  an¬ 
nouncements,  school  lunch  menus  and  staff  voice  mail  and  phone 
numbers.  But  the  Newaygo  intranet  isn’t  just  an  employee  conve¬ 
nience.  It  also  offers  e-mail,  links  to  useful  Web  pages,  advice  about 
efficient  Web  navigation  and  information  about  the  school  sys¬ 
tem’s  technology.  For  example,  if  teachers  need  to  know  which  of 
the  district’s  250  computers  has  RealAudio  capabilities,  they’ll  find 
the  answer  online. 

The  intranet’s  continuously  scrolling  announcements  report  tech¬ 
nology  notes  that  detail  the  systems’  operations  as  well  as  sports 
scores  and  other  general  interest  information.  And  the  search  engine 
serves  as  a  point  of  departure  for  students  doing  research  for  aca¬ 
demic  projects,  hunting  for  college  application  and  scholarship  infor¬ 
mation  or  even  just  checking  local  weather  forecasts. 

While  the  Newaygo  schools  intranet  was  apparently  its  region’s 
first,  its  success  leads  Flock  to  predict  that  most  neighboring  districts 
will  be  similarly  wired  within  a  year  or  two.  -Ruth  Greenberg 


Intranet  Profile  .7 

Ad  Space  Station 

John  Dankowych,  IS  manager  of  marketing  and  new  ventures  for 
Toronto-based  Nortel  (Northern  Telecom),  was  dismayed  to  learn 
that  the  company  frequently  outsourced  technology  development 
jobs  rather  than  turning  to  his  talented  shop.  So  he  and  his  small  team 
turned  to  the  intranet  for  a  little  internal  marketing. 

It  could  have  been  a  tough  sell  because  of  his  technically  savvy  audi¬ 
ence:  Nortel’s  research  scientists  and  technical  experts.  “The  staff  all 
have  computers  on  their  desks,  computers  at  home.  They’re  very  sophis¬ 
ticated,”  Dankowych  says.  To  attract  their  attention,  CyberShop  is  a 
centrally  located  Nortel  facility.  CyberShop’s  virtual  reality  workroom 
contains  two  state-of-the-art  virtual  reality  workstations  on  which  IS 
solutions  are  showcased.  Says  Dankowych,  in  an  understatement:  “We 
wanted  to  provide  the  users  with  something  they’d  remember  us  with.” 

These  days,  while  sipping  drinks  at  CyberShop’s  juice  bar,  staffers 
perch  on  fashionably  high-tech  chairs  and  test-drive  its  two  work¬ 
stations,  which  run  a  custom  application  called  VRWorld.  It  is  di¬ 
rectly  connected  to  Nortel’s  intranet,  which  includes  more  than  1.5 
million  Web  pages  worldwide;  VRWorld  contains  5 1  rooms  through 
which  users  can  navigate  to  discover  information  about  Nortel’s  IS 
products  and  services. 

Donning  virtual  reality  helmets,  CyberShop’s  visitors  move  through 
a  “space  station,”  which  includes  Web  sites  Nortel  developed  for  cus¬ 
tomers  ranging  from  the  Dallas  Cowboys  to  the  company’s  own  HR 
department.  Without  detracting  from  its  practical  goals,  CyberShop 
takes  a  fun-and-games  approach.  The  spaceship’s  digitized  voices  lead 


REPEAT  WINNER 

U.S.  Atlantic 
Command 
Knowledge  Today 

Knowledge  Today  continues 
to  enable  military  officials 
to  make  faster,  better  in¬ 
formed  decisions.  A  key  im¬ 
provement:  "Knowledge 
Today  Express,"  a  parallel 
site  designed  to  run  faster 
for  remote  users  on  laptop 
computers.  USACOM  shared 
its  lessons  learned  with  two 
other  military  groups,  allow¬ 
ing  them  to  rapidly  develop 
similar  sites. 

USCS  International 

InSite 

Initially  launched  as  a  Web 
evangelism  tool,  InSite  now 
serves  as  the  software  com¬ 
pany's  vehicle  for  internal 
communication,  collabora¬ 
tion,  knowledge  sharing  and 
distribution  and  employee 
self-service.  Production 
crews  without  their  own 
computers  can  access  InSite 
from  group  information 
kiosks.  Everybody  in  the 
company  contributes  to 
content  development. 


U.S.  Dept, 
of  Health  and 
Human  Services 
Beneficiary  Medical 
Program 

The  system  provides  workflow 
and  processing  for  all  claims 
for  health-care  services  cov¬ 
ering  commissioned  officers 
of  the  U.S.  Public  Health 
Service  and  the  National 
Oceanic  and  Atmospheric 
Administration.  The  intranet 
enables  enforcement  of  ne¬ 
gotiated  fee-for-service  lev¬ 
els  (at  a  claimed  saving  of 
$1.5  million  a  year),  consoli¬ 
dates  information  for  access 
through  a  single  interface 
and  empowers  staff  to  re¬ 
solve  claims  issues. 

REPEAT  WINNER 

U.S.  Dept, 
of  Housing 
and  Urban 
Development 
HUDWeb 

This  site  serves  employees  in 
81  regional  HUD  offices,  pro¬ 
viding  chat  rooms  where 
they  can  exchange  ideas  on 
important  issues  and  com¬ 
ment  on  departmental  poli¬ 
cies.  HUD  credits  the  site 
with  improving  communica¬ 
tion  and  saving  thousands  of 
dollars  annually  in  printing 
and  mailing  costs. 


users  through  the  virtual  world  to  specific  rooms. 
Each  room  presents  the  Web  home  page  of  a  par¬ 
ticular  IS  product,  and  by  firing  their  joystick  lasers, 
users  can  gain  access  and  browse  the  Web  sites  that 
interest  them.  Along  the  way,  visitors  are  encour¬ 
aged  to  use  their  lasers  to  shoot  robots  that  cross 
their  paths.  If  both  workstations  are  active,  users 
can  shoot  each  other — virtually,  of  course. 

CyberShop’s  well  on  its  way  to  achieving 
Dankowych’s  goal  of  promoting  his  shop’s  tal¬ 
ents:  To  date,  fully  75  percent  of  Nortel’s  3,000 
Brampton,  Ontario,  employees  have  used  the 
VRML  application  to  get  better  acquainted  with 
their  IS  shop.  -Steve  Singer 


62  CIO  WEB  BUSINESS  •  SECTION  2  /  JULY  1,  1998 


http://webbusiness.cio.com 


Internet 

Commerce 

Expo® 


Los  Angeles 
Convention  Center 

Conference:  September  22-25,  1998 

Exhibits  &  The  Internet  Open: 

September  23-25,  1998 


ICE.  All  the  content-oriented  initiatives  you  need  to 
keep  you  at  the  cutting  edge  of  Internet  Commerce, 
Corporate  Intranets  and  Extranets. 

#  The  industry’s  largest  and  most 
comprehensive  conference  program. 

•  Over  100  Educational  Sessions 

•  Over  200  Expert  Speakers 

•  5  Keynote  Addresses  From  Internet  Industry 
Luminaries. 

•  In-Depth  Coverage  OfToday’s  Most  Vital 
Internet  Business  Issues. 

The  Internet  Open® 

The  largest  live  demonstration  and  evaluation 
program  of  Web-based  business  applications. 

^  The  ICE  Executive  Conference 
Internet  Strategies  For  Business 
Transformation 

Case  studies  of  successful  Internet  Commerce 
implementation  from  some  of  America’s  leading 
corporations. 

#  The  Internet  Town  Meeting® 

Customers  speak  out  on  the  future  of 
Internet  Commerce. 

Over  200  vendors  and  Internet  Open 
application  providers. 


Register  now  for  ICE/Los  Angeles  ’98.  Only  ICE  can  provide 
you  the  tangible  benefits  that  can  translate  into  new 
opportunities  and  success  for  you  and  your  business. 

#  Learn  how  companies  are  making  money 
on  the  Web. 

0  Explore  Internet  business  models  that  are 
working  today. 

0  Understand  the  obstacles  to  implementing 
Web-based  business  solutions. 

*  Get  the  specifics  on  overcoming  barriers  to 
adoption. 

^  Profit  from  case  studies  of  real-life  business 
implementations. 

^  Get  to  the  heart  of  critical  success  factors  in 
Internet  commerce. 

Gain  insights  and  receive  personal  feedback 
from  Internet  industry  experts  and  visionaries. 

Don’t  wait.  Because  it’s  not  business 

as  usual  anymore. 
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Presenting: 
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Participating  Associations : 


encanto 


BamesandNoble.com 


The  Winners 


The  Weather  Channel 

www. weather.com 

WhoWhere  Inc. 

www. whowhere.com 


MCI  Communications  Corp. 

The  Source  Online 

Millipore  Corp. 

@Millipore 


Descriptions  of  INTERNET  winners  begin  on  Page  24  and 
INTRANET  winners  on  Page  50. 


TOP  50  INTERNET  SITES 

1-800-FL0WERS 

www.  1 800flo  wers.  com 

ABS  Global  Inc. 

www.  absgtobat.  com 

American  Association 
of  Individual  Investors 

www.aaii.com 

American  Farm  Bureau 
Federation 

The  Voice  of  Agriculture 
www.fb.  com 

Amnesty  International 

rights.amnesty.org 

Apartments.com 

www.apartments.com 

APL  Ltd.  Web  Site 

www.apt.com 

Atlanta  Press  Club 
Mayoral  Debate  Web  Site 

www.  atlpressclub.  org 

Best  Doctors  Worldwide 
Healthcare  Services 

www.bestdoctors.com 

Camping  World  Inc. 

www.  campingworld.  com 

Chicago  Board  of  Trade 

www.cbot.com 

REPEAT  WINNER 

Cisco  Systems  Inc. 

Cisco  Connection  Online 
www. cisco.com 

City  of  Colorado  Springs  Online 

www.cotorado-springs.com 

City  of  Indianapolis 

IndyGov 

www.indygov.org 

Communications  Data 
Services  Inc. 

commerce.cdsfutfittment.com 

Community  Drug 

www.  communitydrug.  com 

CSC:  The  U.S.  Corporation  Co. 

www.incspot.com 

Digital  Equipment  Corp. 

www.digitat.com 

DigitalThink  Inc. 

DigitalThink  Web-Based  Training 
www.  digitatth  ink.  com 

DLJdirect  Inc. 

www.  dtjdirect.  com 

Education  News  and 
Entertainment  Network 

www.enen.com 

Florida  Government 
Services  Direct 

www. state,  ft.us/owa  _gsd/owa/ 
main. homepage 

Gulfstream  Aerospace  Corp. 

www.gutfstreamaircraft.com 

HomeShark  Inc. 

www.  homeshark.  com 

Hotels  Poland 

www.hotetspotand.  com 


i-Escrow  Inc. 

www.iescrow.  com 

Industrial  Management 
Council,  Rochester,  N.Y. 
Greater  Rochester 
Chamber  of  Commerce 
County  of  Monroe,  N.Y. 

City  of  Rochester 

SmartDog 

www.smartdog.org 

REPEAT  WINNER 
Innvest:  America's  Hotel 
Online  Superstore 

www.innvest.com 

International 
Communications  Inc. 

www.intt.com 

Kansas  City  Power  &  Light  Co. 

www.kcpl.com 

LeaseSource 

www.  teasesource.  com 

Liberty  First  Financial 

Loanguide.com 

www.toanguide.com 

Multimedia  Live 

Shopper  Zone 
www.shopperzone.com 

NECX  Inc. 

www.necx.com 

Northern  Light 

www.ntsearch.com 

Office  Depot  Inc. 

Office  Depot  Online 
www.  officedepot.  com 

PC  ServiceSource  Inc. 

PC  Service  Net 
www.pcservice.com 

PsicoNet 

psiconet.com 

The  Sabre  Group 

Tra  velocity 
www.  traveiocity.  com 

Samsung  Electronics  Co.  Ltd. 

Welcome  to  Samsung  Electronics 
www.samsungelectronics.com 

Swedish  Post  Office 

www.posten.se 

Tennessee  Valley  Authority 

Land  Between  the  Lakes 
www.tbt.org 

Thomas  Publishing  Co. 

Thomas  Register  on  the  Internet 
www.  thomasregister.  com 

REPEAT  WINNER 
Trade  Compass 

www .  tradecompass.  com 

University  of  Minnesota 

Minnesota  Landscape  Arboretum 
www.arboretum.umn.edu 

U.S.  Dept,  of  Energy's 
International  Nuclear 
Safety  Program 

Improving  International 
Nuclear  Safety 
insp.pnt.gov:2080 

Visual  Evidence  Center 

www.  visevidence.  com 


Williams  &  Wilkins  Co. 

Williams  &  Wilkins  Online 

Superstore 

www. wwilkins.com 

TOP  50  INTRANET  SITES 

AFC  Enterprises 

AFC  On-Line 

Allied  Van  Lines 

Agent  Notification  System 

Bay  Networks  Inc. 

BayWeb 

The  BOC  Group  Inc. 

Prime 

The  Boeing  Co. 

Visibility  Integration 
Standard  (VISTA) 

Booz,  Allen  &  Hamilton 

Knowledge  On-Line 

Charles  Schwab  &  Co.  Inc. 

Schwab  Mutual  Fund  Extranet 

Chrysler  Corp. 

Dashboard 

REPEAT  WINNER 
Cisco  Systems  Inc. 

Cisco  Employee  Connection 

Cognitive  Communications 

Blah  Blah 

Compaq  Computer 
Corp. 

Compaq  Services  Inline 

Concert  Communications 
Services 

Concert  Connection 

Coopers  &  Lybrand  LLP 

KnowledgeCurve 

Digital  Equipment  Corp. 

Digital  Intranet 
Home  Page 

The  Dow  Chemical  Co. 

Dow  Intranet 

General  Electric 

GE  Capital  Real  Estate 

General  Electric 

GE  Corporate  Initiatives 
Roundtable 

Harvard  Business  School 

HBS  Intranet 

Houston  Industries  Inc. 

EMSweb 

InControl  Inc. 

InControl 

Ingram  Micro 

Ingram  Micro  U.S.  Reseller 
Business  Center 

IntelSat 

IntelSat  Business 
Network  (IBN) 

Lockheed  Martin 
Enterprise  Information 
Systems 

Lockheed  Martin 
Corporate  Intranet 

Lucent  Technologies  Inc. 

Lucent  Benefits  Central 

Marketing  Specialists 

The  Market  Place 


Mutual  of  New  York 

MONY  Insight 

National  City  Corp. 

Gateway 

Naval  Aviation  Depot 
Jacksonville,  T-45  Fleet 
Support  Team 

GOSNET:  The  T-45  Extranet 

Naval  Undersea  Warfare 
Center,  Division  Newport 

NUWC  Division  Newport  Intranet 

NCR  Corp. 

NCR  Net 

Newaygo,  Mich., 

School  District 

Newaygo  Public  Schools  Intranet 

Nortel  (Northern  Telecom) 

IS  Department 

CyberShop 

North  American  Power  and 
Per-Se  Technologies 

World  Wide  Retail  Energy  exchange 

REPEAT  WINNER 

Perot  Systems 

The  Real-Time  Associate 
Information  Network 
(TRAIN) 

Progress  Software  Corp. 

Progress  Enterprise  Solution 
Catalog 

The  Prudential  Insurance 
Company  of  America 

Prudential  Real  Estate  Affiliates 
Center 

Reliance  Group  Holdings 

RelNet 

SBC  Communication  Inc. 

Corporate  Intranet 

Siemens  Business 
Communication  Systems 

RouteOne 

Slayton  International  Inc. 

IICNet 

Sprint  PCS 

Sprint  PCS  ConnectED 
(Every  Day) 

Star  Enterprise 

DotWeb 

Sun  Microsystems  Inc. 

SunWeb 

Toshiba  America 
Information  Systems 
Inc.,  Electronic  Imaging 
Division 

Internet  FYI 

REPEAT  WINNER 
U.S.  Atlantic  Command 

Knowledge  Today 

USCS  International 

InSite 

U.S.  Dept,  of  Health 
and  Human  Services 

Beneficiary  Medical  Program 

REPEAT  WINNER 

U.S.  Dept,  of  Housing  and 
Urban  Development 

HUDWeb 
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CONFERENCE  PREVIEW 


CIO 


The  Value  of  Enterprise 

Information  as 
Business  Currency 


October  4-7,  1998 

Sheraton  San  Diego  Hotel  and  Marina 
San  Diego,  California 


Wednesday  Keynote 

Peter 

Drucker 

Featured  Presenter 

Tom  Davenport 


ir\anufac 


The  Value  of  Enterprise 
Information  as 
Business  Currency 


As 

information 
becomes  the  new 
coin  of  business,  organiza¬ 
tions  must  learn  how  to  break  down  the  barriers  between 
traditionally  separate  business  functions. 

By  encouraging  enterprisewide  information 
sharing,  companies  can  rethink  processes  to 
maximize  business  value.  In  essence,  CIOs 
and  business  executives  must  create  and 
support  an  IT-driven  enterprise. 


Other  featured  presenters  include  Tom  Davenport,  Curtis 
Mathes  Fellowship  Professor  and  director,  Information  Systems 
Management  Program  at  the  College  and  Graduate  School 
of  Business  at  the  University  of  Texas  at  Austin  and  the  CIOs  of 
The  Nature  Conservancy,  Partners  HealthCare  System,  Inc.  and 
Procter  &  Gamble. 


Ur 


The  latest  in  our  CIO  Perspectives  conference 
series,  The  Value  of  Enterprise  Information 
as  Business  Currency  will  help  participants 
better  understand  how  an  organization 
develops  an  integrated  IT/business  strategy 
encompassing  all  of  its  partners.You  will  learn 
what  leaders  should  do  to  foster  new  cross¬ 
functional  relationships  and  facilitate  adding 
information  sharing  to  create  more  value  for 
customers  and  strategic  business  partners. 

Our  keynote  presenter  needs  no 
introduction...  Peter  F.  Drucker  will 
join  us  in  San  Diego,  along  with  conference 
moderator  James  C.Wetherbe,  PhD,  who 
will  set  the  stage  for  our  discussions. 


Corporate  Hosts 
AQUOM  H  Bay  Networks 

tw  Data  General  D0U 


This  is  arguably 
the  most  prestigious 
conference  in  the 
world  for  chief 
information  officers , 
and  the  tasks  of 
the  CIOs  writ 
large  are  the 
leading-edge  tasks 
of  reinventing 
the  world." 


Tom  Peters 

President 

The  Tom  Peters  Group 
Author 

The  Circle  of  Innovation 


ISM©' 

SOFTWARE 


caBLeTRon 

_s  Ysrems 


The  Complete  Networking  Solution-- 


=U  Ernst  &  Young  llp  m 


HEWLETT® 

PACKARD 


/h 


Hyp  erion. 


Listen  to  your  business.' 


LOCKHEED  MARTIN 


IDC 


Lucent  Technologies 

Bell  Labs  Innovations 


o 


PLATINUM 

Tti:  IIX"LIIIJV 

%  TRANSARC* 

Making  Technology  Work 
Across  Your  Enterprise 


ESEQUEnT 

Open  Systems  That  Work 


Sprint 


VideoServer 


iny. 


- Sun 

microsystems 


To  enroll  CALL  800  366-0246,  visit  our  WEB  SITE  at  www.cio.com 
or  FAX  us  at  508  879-7720. 


Using  case  studies,  business  briefings 
and  presentations  from  leaders  in  the 
business/IT  revolution,  you  will  learn  how 
companies  have  successfully  adapted  to 
processes  driven  by  information  and 
technology.  By  incorporating  this  knowledge 
into  your  own  business  strategy,  you  will 
be  prepared  to  meet  the  information 
driven  demands  of  your  customers  in 
the  21st  century. 

To  participate  in  TheValue  of 
Enterprise  Information  as  Business 
Currency,  visit  our  Web  site  at  www.cio.com 
and  enroll  online  or  simply  complete  the 
enrollment  form  on  the  back  of  this 
brochure  and  fax  it  to  us  at  508  879-7720. 
You  may  also  call  our  conference  hotline 
at  800  366-0246. 


Don’t  miss  your  chance  to 
win  valuable  prizes 
on  Wednesday! 

Business  Briefings  , 

In  addition  to  our  general  sessions, 
a  series  of  business  briefings  will  be 
provided  on  Monday  and  Tuesday  by 
our  Corporate  Hosts. 

Companion  Program 

Participation  in  the  companion  program 
includes  all  scheduled  meals,  receptions, 
entertainment,  a  stretch  and  tone  class, 
safari  tour  at  the  San  Diego  Wild  Animal 
Park  on  Monday  and  a  Tijuana  shopping 
spree  on  Tuesday. 


TUESDAY  KEYNOTE 


WEDNESDAY  KEYNOTE 


Thomas  Davenport 

Curtis  Mathes  Fellowship  Professor 
Director,  Information  Systems 
Management  Program 
College  and  Graduate  School  of  Business 

University  of  Texas  at  Austin 

" Knowledge  management  is  a  business  issue  for 
competitive  advantage,  not  just  an  information 
technology  issue.  It  will  become  increasingly 
important,  especially  for  large  enterprises  needing  to 
create,  share  and  reapply  knowledge  on  a  global  scale. 
Working  Knowledge  is  as  thorough  and  complete  a 
book  on  this  subject  as  exists  today." 

Todd  A.  Garrett 

Senior  Vice  President  and  CIO 
The  Procter  and  Gamble  Company 


CIO  Perspectives  conference  participants  will 
receive  a  copy  of  Working  Knowledge  and 
The  World  According  to  Peter  Drucker! 


the  WORLD 
ACCORDING  to  ! 

PETER 
DRUCKER 


Peter  F.  Drucker 


"While  Drucker  famously  denies  he  invented 
modern  management,  claiming  that  the  idea  is 
nonsense  —  he  once  told  me  that  'the  CEO  of  the 
builder  of  the  Cheops  pyramid  6,000  years  ago 
surely  knew  more  than  any  CEO  today'  —  he  has 
most  certainly  spawned  the  major  management 
ideas  of  this  century.  And  this  book,  beautifully 
written  and  fascinating  throughout,  does  Drucker 
justice  by  presenting  an  omnibus  of  his  ideas  with 
clarity,  wit  and  critical  appreciation...” 

Warren  Bennis 

University  Professor  at  the  University  of  Southern  California 

Author,  Organizing  Genius 


FEATURED  PRESENTERS 


Doug  Barker 

Vice  President 

Director,  Information  Services 

The  Nature  Conservancy 

Stephen  N.  David 

Senior  Vice  President 
Customer  Business  Development 

The  Procter  and 
Gamble  Company 


Todd  A.  Garrett 

*aPf  Senior  Vice  President  and  CIO 

The  Procter  and 
Gamble  Company 


John  Glaser 

Vice  President  and  CIO 

Partners  Healthcare  System,  Inc. 


Edward  Glassman 

Director,  Technology  Strategy 

Pfizer,  Inc. 


Rick  Pastore 

Executive  Editor 

CIO  magazine 


CONFERENCE  MODERATOR 

James  C.Wetherbe,  PhD 

Director 

MIS  Research  Center 
University  of  Minnesota 
Federal  Express  Professor  of  Excellence 
Director 

Center  for  Cycle  Time  Research 

University  of  Memphis 


Nestled  at  the  water’ 
edge  on  scenic  San  Diego 
Bay,  the  Sheraton 
San  Diego  Hotel  and 
Marina  is  ideally  situated 
at  the  heart  of  a  premier  California 
destination.  Offering  majestic  panoramic  views  of  the  Bay 
and  downtown  San  Diego,  the  1,050-room  hotel  complex 
has  easy  access  to  both  the  airport  and  numerous  area 
attractions  and  recreational  opportunities. 


ENROLLMENT  FORM 
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The  Value  of  Enterprise  Information 
as  Business  Currency 

October  4-7, 1998  •  Sheraton  San  Diego  Hotel  and  Marina 


San  Diego,  CA 


Please  visit  our  Web  site  at  www.cio.com  or  Fax  to  508  879-7720.  You  can 
also  Call  us  at  800  366-0246  or  Mail  completed  form  to:  Executive  Programs, 
CIO  Communications,  Inc.,  D3620,  Boston,  MA  02241-3620. 
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ADDRESS 

MAIL  STOP 
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PHONE 

FAX 

E-MAIL 
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WHAT  IS  YOUR  INDUSTRY? 

YOUR  NAME  AS  YOU  WANT  IT  TO  APPEAR  ON  YOUR  BADGE 

HOTEL  ARRIVAL  DATE 

HOTEL  DEPARTURE  DATE 

NAME  OF  COMPANION  (IF  PARTICIPATING  IN  COMPANION  PROGRAM) 

CTJY1 

CHECK  ALL  THAT  APPLY 

ENROLLMENT  FEES: 

OTHER  ACTIVITIES: 

□  IS  PRACTITIONERS/EXECUTIVES  =  $1,895 

This  fee  applies  if  you  are  a  CIO,  IS  executive 
or  hold  another  executive  position. 

□  GOVERNMENT/MILITARY  =  $2,295 

The  fee  includes  your  hotel  for  three  nights. 

Do  not  make  your  own  hotel  reservations; 

CIO  will  make  them  for  you. 

□  SALES/MARKETING/CONSULTING  =  $10,000 

This  fee  applies  if  you  hold  a  sales, 
marketing,  new  business  development  or 
consulting  position,  including  executive 
management  of  IT  vendor  and  consulting 
companies.  This  fee  is  payable  by  company 
check  only.  CIO  will  make  the  final 
determination  of  this  category. 


□  COMPANION  PROGRAM  =  $325 

Companions  must  be  enrolled  in  this  program  to 
attend  any  conference-related  functions.  Includes 
all  scheduled  meals,  receptions,  entertainment, 
companion  breakfast,  a  stretch  and  tone  class,  a 
safari  tour  at  the  San  Diego  Wild  Animal  Park  on 
Monday  and  a  Tijuana  shopping  spree  on  Tuesday. 
Conference  session  attendance  is  not  included. 

□  I  am  not  staying  at  the  Sheraton  San  Diego 
Hotel  and  Marina 


Name  of  alternate  hotel 


Don’t  miss  your  chance  to  win  valuable  prizes  on  Wednesday! 


PAYMENT  INFORMATION:  (Please  make  checks  payable  to  CIO  Communications,  Inc.) 

□  Check  Enclosed 

□  P.O.  #  (A  complete  purchase  order  must  be  submitted  within  10  days) _ 

□  Credit  card  # _ 

□  AMEX  □  VISA  □  MC  Exp. _ 

Signature: _ _ _ 

To  enroll  CALL  800  366-0246,  visit  our  WEB  SITE  at  www.cio.com 
or  FAX  us  at  508  879-7720. 


Business 

Card 

REQUIRED 

In  OrderTo 
Process 
Registration 


ATTIRE 

Casual!  Please,  no  suits, 
ties  or  business  attire! 

HOTEL  ACCOMMODATIONS 

A  block  of  rooms  has  been  reserved  at  the 
Sheraton  San  Diego.  We  urge  you  to  make  your 
reservations  early  by  calling  the  hotel  at 
619  692-2265  and  identifying  yourself  as  part  of 
the  CIO  conference  to  receive  the  conference  rate. 
CIO  will  make  hotel  reservations  for 
government/military  participants  only. 

Be  sure  to  guarantee  your  room  with  a  credit  card, 
as  all  unreserved  or  unguaranteed  rooms  will  be 
released  on  September  4, 1998.  Hotel  reservations, 
cancellations  and  charges  are  your  responsibility. 
If  a  CIO  conference  Enrollment  Form  is  not 
received  within  48  hours  of  making  your  hotel 
reservation,  your  room  will  be  released  from  the 
CIO  room  block. 

TRANSPORTATION 

American  Airlines  is  the  official  conference  carrier. 
For  discounted  airfare,  call  800  433-1790  and 
reference  Star  File  #S050AB.  AVIS  is  the  official 
car  rental  provider.  Call  AVIS  at  800  331-1600 
and  reference  B766657. 

ENROLLMENT  FEES 

All  enrollment  fees  must  be  paid  in 
advance  of  the  meeting.  Fee  includes  conference 
sessions,  business  briefings,  corporate  host 
displays,  conference  materials  and  scheduled 
meals,  receptions  and  entertainment.  Transporta¬ 
tion,  hotel  and  recreation  are  your  responsibility. 
Please  note  that  submission  of  this  enroll¬ 
ment  form  to  CIO  obligates  the  attendee/ 
sender  for  the  enrollment  fee. 

CANCELLATION 

ALL  CANCELLATIONS  OR 
SUBSTITUTIONS  MUST  BE  IN  WRITING. 

You  may  cancel  your  conference  or  companion 
enrollment  up  to  September  4, 1998  without 
penalty.  A  $250  administration  fee  will  be  imposed 
for  cancellations  between  September  5-18, 1998. 
No  refund  or  credit  will  be  given  for 
cancellations  received  after  September  18, 

1998  or  for  no  shows.  You  may  send  a  substitute 
in  your  place.  CIO  reserves  the  right  to  decline 
enrollment  to  any  registrant. 


What  better  way  to  inform  your  key  customers  of 
your  editorial  coverage  in  C/O  than  through  customized 
Editorial  Reprints? 

Leverage  the  positive  impact  of  your  editorial  cov¬ 
erage  by  using  reprints  for  direct  mail  campaigns,  trade 
show  and  seminar  promotions,  employee  communications 

GENUINE  REPRIN 


and  other  marketing  programs.  Let  us  enhance  your 
reprints  with  your  company’s  logo,  address  and  sales 
message.  Or,  order  copies  of  the  complete  magazine  for 
marketing  and  educational  purposes. 

For  information  on  customized  Editorial  Reprints 
in  volume  quantities,  call  Bill  Kerber  at  508-935-4539. 
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CIO 


Alternative  to  Consultants? 

Intellectual  Capital  That 
Makes  You  the  Expert 
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CONSULTWARE 

SERI 

I 

TM 

Knowledge  management 
just  got  easier.  The  CIO 
ConsultWare  Series  products 
are  innovative  research  took 
that  provide  specific 
knowledge  and  actionable 
information  on  the  critical 
technology  management 
issues  you  need  to  enhance 
your  company's  productivity 
and  bottom  line. 


CIO  ConsultWare  takes  research  to  a  deeper  and  interactive  level  by 
providing  benchmarking  data,  in-depth  case  studies,  models  to  help  you 
manage  the  complexity  and  tools  to  get  you  started  — all  in  easy-to-use 
reports,  CD-ROMs  and  diskettes. 


Mastering  Your 
Intranet/Internet 

$1,495 

Learn  how  other 
organizations  are 
managing,  using  and 
deriving  business  value 
from  Intranets  and  the 
Internet. 


BONUS:  A  digital  document  with 
customizable  policy,  policy  memo  and 
ready-to-go  presentation 


implementing  IT 
Strategy 

$2,295 


Implementing 


Shorten  your  planning  cycle 
and  create  a  process  that 
works  for  your  entire  organi-  ) 
zation.  The  report  and  CD- 
ROM  provide  best  practices, 
benchmarking  models  and 
customizable  tools  to  build 
framework. 


IT  Strategy: 


BONUS:  A  ready-to-go  presentation  with  over 
50  slides  of  data  and  analysis  for  presenting  to 
peers  and  executives 


Optimizing  Human 
Resources 


$1,995 

A  compelling  report  on 
the  best  practices  in 
hiring,  training  and 
retaining  IT  talent.  Four 
comprehensive  site 
visits  are  included  in  the 
research  analysis. 


Optimizing 

Human  Resources 


BONUS:  A  ready-to-go  presentation  to  report 
the  findings  of  this  study  to  others  in  your 
organization 


Managing  IT  Standards 

$1,495 

Whether  you  amend  your 
current  process  for  managing 
IT  standards  or  need  to 
establish  new  practices,  this 
landmark  study  will  enable 
you  to  intelligently  evaluate 
your  options. 


BONUS:  Customizable  memos  and 
presentation  to  help  you  build  support  for 
your  new  initiatives 


CIO 


ConsultWare 


SERIES 


For  a  detailed  description  of  each  product  or  to  download  a  demo,  visit  the  CIO 
ConsultWare  Series  Web  site  at  www.cio.com/consultware. 


To  order  any  CIO  ConsultWare  Series  research  product,  contact  Dot  Caspersen  at 
508-935-4040  or  email  your  inquiry  to  research@cio.com. 


e-business 


IBM  Electronic  Commerce  software  tools  can  extend  your  business  to  the  Web  to 
increase  sales  and  enhance  customer  service  -  as  they  did  for  Chelsea  Football  Club. 


How  many  Web  businesses  do  you  S66?  Chances  are  you  guessed 

low.  Because  whether  you  manage  sporting  events  or  make  athletic  gear,  we  can  help  you  quickly 
open  your  business  on  the  Web.  IBM’s  Electronic  Commerce  solutions  are  the  low-cost,  low-hassle 
and  secure  way  to  reach  new  markets,  generate  new  revenue  and  serve  your  customers  around 
the  clock.  Plus,  our  open,  packaged  solutions  scale  up  with  ease,  so  you  can  start  simple.  And 
grow  fast.  Read  all  about  it  in  “Capitalizing  on  the  e-commerce - -  — 


Opportunity.”  Your  free  copy  is  waiting  at  www.software.ibm.com/ecs  Solutions  for  a  small  planet 


IBM,  the  e-business  logo  and  Solutions  for  a  small  planet  are  trademarks  of  International  Business  Machines  Corporation  in  the  United  States  and/or  other  countries.  ©  1998  IBM  Corp.  All  rights  reserved. 


